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seta STRONGER 





Select white 
hickory handle 


. . easily reshaped to fit user's hand 
. . acts as natural shock absorber 


Polished vanadium head 
. precision machined for perfectly round face, properly 
curved and uniform face bevel 


. . standard eye easily accepts replacement handles 


"V" series (as shown) in 16 and 13 oz. nail and 16 oz. ripping models 
DO" series, with full octagon poll and handle in 20, 16 and !3 oz. models 


Order from your jobber or write to V & B for details 


v8 | VAUGHAN & BUSHNELL 
J\| MANUFACTURING COMPANY 


135 SOUTH LASALLE STREET ° CHICAGO 3, ILLINOIS 


























2) Ni E Additions 
to the Nation’s 
THE IDEAL WOO Fastest - Selling Fix-it Line 
il FILLS - MATCHES — | 
atmos eetete with 
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ri) 
REPAIR Ay 
ANO 

REFINISH 


YRNITURE HICKS 
: SCRATCHES 


re LS » MATCHES 
Yammy, Fee EPAIRS . 
is 


aimost any wood surface 





REPAIRS 
WOODEN TOYS 


(& 
He URPOSE MATCH ALMOST ANY 4, Amazing New Liquid 


WOOD FILLER \igapeatinreyt i REMOVES RUST 


matchstick, From Metal Surfaces 


Ho Scraping or Sanding 


bors” Peessuenssseeseoee 
avuminuM, PLASTIC , PREVENTS FURTHER 
an emt «CED RUSTING A 


Who else but the originators of The new RUST DISSOLVER chemically ee 
PLASTIC ALUMINUM would come dissolves rust from metal surfaces with- ane 

up with two such good, new _ out sandpapering or scraping. The at- 

items at one time! Our new _ tractive 8 oz. plastic squeeze bottle is 

MATCHWOOD (complete with yours in a colorful six-pack counter 

Matchstick stains) gives you the display carton. Stick with the nation’s 

ideal wood repair and refinishing _fastest-selling fix-it line . . . and most 

kit. One kit matches almost all profitable, too! Your jobber has these 

wood finishes. two new items for you NOW. 











P.S. And next month we’ll be introducing 
our new 10 oz. package of E-POX-E Cement 
and Filler . . . $1.69 retail. 


“WE STAND «=| THE WOODHILL CHEMICAL CORPORATION 


BEHIND WHAT | 1390 East 34th Street + Cleveland 14, Ohio 
YOU SELL” Originators and World’s Largest Manufacturers of Plastic Metals 


(and Mother-in-Law Approved) 








WHEN IT COMES TO LOCKS... 


YALE MAKES IT AN OPEN-AND-SHUT CASE! 


Yale locks and hardware offer a 
double benefit: A completely re- 
designed line, all new over the past 
six years, combined with the old- 
est, most reliable name in locks 
and hardware. 

In addition, Yale makes the broad- 
est line of locks and hardware any- 
where in the world. And its name 
(an aid to security in itself!) is 
known the world over. Millions of 
doors in homes, schools, factories, 


institutions and hotels have been 
secured by Yale locks ever since 
Linus Yale invented the pin- 
tumbler lock in 1868. Each year, 
Yale issues over fifty million keys, 
which secure full lines of door 
locksets, panic exit devices, pad- 
locks, locker locks, auxiliary locks 
and cabinet locks. Yale also manu- 
factures the most complete line of 
door closers in the world. 

For further information on the Yale 


line of locks and hardware, write 
us direct or see your Yale & Towne 
Distributor. Be sure to ask about 
the Yale Special listed below. 
Product of The Yale & Towne 
Manufacturing Company, Yale 
Lock & Hardware Division, White 
Plains, New York. 


YALE & TOWNE 


YALE —REG. U.S. PAT OFF 





Replacement business is big busi- 
ness! Yale's complete line of 5200- 
Series Key-in-Knob Locksets brings a 
real chance for profitable replace- 
ment business for you. Do-it- 
yourselfers will be happy to rent your 
Yale® installation tools. Remember, the 
security and reliability of Yale lock- 
sets are their biggest selling points. 


Full line of Yale’ residential key-in-knob locksets 
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Sell Satisfaction and 
Increase Profits with 


PLUMB 
HAMMERS 


* "he F-57 


With Non-Breakable 
Fiber-Glass Handle. 
16 oz. head. The most 
durable handle made. 
Won't bend, break or 
collapse—can’t rust, rot 
or corrode. Also avail- 
able with 20 oz. or 13 oz. 


*%e Autograf “ay 


(No. OAN 11%) 

The Autograf. Still Amer- 
ica’s favorite hammer— 
will give years of serv- 
ice. 16 oz. head. Tough, 
shock-absorbing hickory 
handle, tested for 
strength. Also available 
with 20 oz. and 13 oz. 
heads. 


Assembled with 


PERMABOND 
KEEPS HEADS TIGHT 


permanently 


FAYETTE R PLUMB inié 
Philadelphia 37, Pa 


HAMMERS * HATCHETS © AXES FILES 


Want more facts? Circle 102, p. 41 
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When your American Chain Salesmaker looks like this... 
It’s time to order Refill Reels from your distributor 


When your customers want chain, they want it right 
away—and the best way to take care of their needs 
is to have your AMERICAN CHAIN SALESMAKER 
properly filled with an adequate supply of Refill Reels 
of the various types and sizes of ACCO Chains. 

The best way to display chain is on the AMERICAN 
CHAIN SALESMAKER display because from it your 
customers can select just the pattern and size for 
their needs. It puts popular sizes of chain right out 
on your sales floor as a reminder to buy. You sell 
chain “right off the reel.”” And, when you sell chain, 
you can often sell chain attachments; such as hooks, 
connecting links and rings. 


So, if the reels on your AMERICAN CHAIN SALES- 
MAKER are running low, order Refill Reels now, or 
put a note in your want book for the next call by your 


CONTACT YOUR 
AMERICAN CHAIN 
DISTRIBUTOR 

for complete information 
about these items or 


write our York, Pa., office for 
free literature DH-377 and DH-79A 


distributor’s salesman. 


If you don’t have an AMERICAN CHAIN SALES- 

MAKER, order from your distributor now. It’s avail- 
able with several assortments of chain. The No. 38, 
No. 42, and No. 43 assortments of welded and weld- 
less chain each offer 7 types and sizes of chain, with 
special assortments available upon request. The No. 
46 assortment features 4 popular sizes of proof coil 
chain (34", 4", %" and 3%” )—with 3 types of chain 
finish to choose from: (No. 46A) Extra-bright zinc 
plated, (No. 46) Self-colored chain, (No. 46B) Hot 
galvanized finish. 
Optional Feature: The No. 46 SALESMAKER Series is 
now available with the new ACCO Chain Cutter. This 
cutter can be easily attached to any SALESMAKER 
now in use. 


AMERICAN CHAIN 


American Chain Division - American Chain & Cable Company, Inc. 
Bridgeport, Connecticut 
Factories: *York and *Braddock, Pa., *San Francisco, *Chicago (Melrose Park) 


Sales Offices: *Atlanta, Boston, *Chicago (Melrose Park), *Denver, Detroit, *Houston Gipraray 
*Los Angeles, New York, Philadelphia, Pittsburgh, *Portland, Ore. *SanFrancisco |. Wa y 


*Indicates Warehouse Stocks 
Want more facts? Circle 103, p. 41 
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Charter Member 


Editorial 


by W. A. Phair 


Lots of advice 


Few people are getting as much free advice these days as are hard- 
ware dealers. Just about everybody seems to know exactly what dealers 
must do to stay in business, and there is no hesitancy in offering this 
advice. 


All these suggestions are well meant, I am sure. Some of them are 
no doubt very sound suggestions. But it seems to me that there is 
too much of a tendency to lump all dealers together and to assume that 
what is good for one is good for all. 


Anyone who has gone to the trouble of spending time visiting stores 
in different parts of the country, knows that no two stores are exactly 
alike. Each dealer faces a situation just a little different from his 
neighbor. A condition that may affect a dealer in the metropolitan 
New York area, usually has little significance to a dealer in a small 
town in Iowa. Advice that might be helpful to one store could be 
totally without value to the next. 


You will also notice that much of the advice offered to dealers ap- 
pears to be based on the assumption that all dealers are hanging 
on the ropes, just a step away from bankruptcy. This is not true. 


We, too often, seem to forget that there are, today, many stores op- 
erating that are quite profitable. In fact the profits on investment 
made by some stores, makes the financial statements of many manu- 
facturers and distributors look quite amateurish, by comparison. Per- 
haps it would be more to the point if these dealers began to give ad- 
vice, rather than take it. Their performances would justify it. 


When you look at the overall, averaged out, profit picture of the re- 
tail hardware industry, it is not as good as we would all like it. It 
needs improvement. But what industry today has a good overall 
picture? 


Much of the conversation predicting the end of the independent 
merchant, comes from fast, loud-talking discounters who speak in 
hope, not in fact. These people have been so loud and consistent with 
this sort of propaganda that some folks, including those who should 
know better, have accepted this propaganda as fact. 


Periodically we receive a letter asking us to confirm that hardware 
dealers are going out of business at a very high rate. Now, if this was 
happening, we of Hardware Age would be among the first to know 
about it, for several reasons. But, it just isn’t happening. 


How do we know? Well, for example, our circulation department 
would be instantly aware of any sharp change in the store population 


due to stores going out of business. There is no sign of this. 


Our Continuing Census of Hardware Stores is probably the most 
accurate count of hardware stores available today. Corrections to this 
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Editorial 


continued 


list are made daily. This Census would be very sensitive to any change 
in the industry. It does not reflect any significant change one way 
or the other. 


I think that, if the truth be known, we are going to see more casual- 
ties among the discounters, over the next few years, than among hard- 
ware dealers. 


To each, his own... 


When we attempt to appraise the retail hardware business, we must 
recognize the great differences in the stores that make up our indus- 
try. In this complex of stores, there are bound to be some units that 
are unable to adjust themselves to changes. This is true of any in- 
dustry. In fact, the last time I checked, the bankruptcy rates among 
manufacturers was higher than that of hardware retailers. In short, 
manufacturers also have problems of readjustment. This is a process 
that goes on all the time. The strong survive. 


When we are tempted to tell dealers generally that they must meet 
competition by using loss leaders and some of the other tricks of dis- 
counters, we must realize that some dealers are just not psychologi- 
cally equipped to use these methods. It would wreck their store if 
they tried it. 


Yet, these stores may be quite successful in their own way by op- 
erating just as they do. On the other hand, there are some store man- 
agers who can think in terms of discount selling, loud prcemotions, 
etc. These stores will use these techniques. In short, it’s a case of to 
each his own. 


I feel quite strongly that if all the men who are so generous with 
their advice to dealers, would actually take time to visit stores in all 
parts of the country, not just a few metropolitan stores in the shadow 
of a dozen discount houses, they would come up with quite a different 
picture than that painted by the discount spokesmen. 


There are quite a few very smart merchants operating stores to- 
day, men who know the score and who, over the years, have demon- 
strated that they know how to make money on their investment. 


These dealers are usually not propaganda minded. They do not have 
batteries of publicity teams grinding out distorted information. They 
don’t believe in boasting. But I think you’ll find their finances on a 
sounder basis than most discount operations. 


Manufacturers who are seriously interested in making sound plans 
for the future must learn to separate propaganda from fact. They 
must get the other side of the story by spending a little time, in the 
field, with independent merchants. They might get some advice that 
would be helpful. 
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eer raters nequesreo | ATLAS-AIRE for 1962 


THE LINE THAT DELIVERS THE WAY DEALERS LIKE TO SELL 


@ Short line for fast turnover — 5 rotaries, 2 reels, 1 rider, 
3 tillers, 1 edger/trimmer ¢ Complete program’ se Prices Atlas Tool & Manufacturing Company 
that are highly competitive e@ Full margin for both jobber 5147 Natural Bridge Road, St. Louis 15, Mo. 


and dealer @ Sold through wholesalers on a selective = Send information on pricing and Atlas-Aire 
policy that makes good business for jobbers 
basis @ Supported by national advertising «© Backed by 


and dealers. 
plentiful supply of FREE sales aids. 


1) Send promotional kit on 1962 Atlas-Aire line. 
PLUS Bellaire ... the price-free line 


Get the Atlas-Aire story in full... Use this coupon p 


ATLAS TOOL & MANUFACTURING COMPANY 


Founded in 1926 
5147 Natural Bridgé ¢ St. Lovis 15, Mo. 


Want more facts? Circle 104, p. 41 
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WASHINGTON 


tuo 


A SUMMARY OF EVENTS THAT WILL AFFECT YOUR BUSINESS 


Red ink flows freely . . . 


The government’s financial books will show plenty of red ink this 
year. Some economists fear a deficit of close to $9 billion. Presi- 
dent Kennedy admits it will run about $7 billion. The President 
is counting heavily on swift business recovery to bring federal 
income up to levels of spending. This would allow a cutback in 
huge anti-recession programs and avoid a tax increase. However, 
if the recovery fails to match spending, inflation could come. A 
wage-price spiral will squeeze merchants’ profits, cutting federal 
tax income. Kennedy may be faced with either shaving his program 
or increasing taxes. 


Higher postage in offing? ... 


The Post Office Department is blueprinting a two-part proposal 
on parcel post mailing rules. Both parts are important to dealers. 
The first calls for higher rates on parcel post and catalog mailings: 
5 percent on parcels, 13.8 percent on catalogs. The second part calls 
for more liberal size and weight requirements on packages. Most 
merchants favor easing of size and weight rules but will balk at 
higher rates. The Post Office has set hearings on Dec. 11 to firm 
up the proposals. The new rules will have to be approved by the 
Interstate Commerce Commission before they can become law. 


"Truth" bill nears goal... 


If Congress approves the pending truth-in-credit bill of Senator 
Paul Douglas (D., Ill.), dealers may be faced with still another 
profit-cutting headache. The measure is designed to protect con- 
sumers from high credit costs charged by “unscrupulous” mer- 
chants. Spokesmen for retail trades protest that any cut in store 
profits on credit sales will only force higher prices. Douglas will 
push hard to get the measure passed. It will take a determined 
block in Congress to stop the bill. 


Dealer voices to be heard... 


Dealers who have trouble getting store space in shopping centers 
will have a chance to tell Congress about it next month. A Senate 
small business subcommittee will hold hearings on the problem 
Dec. 18-20. The group will study a federal guarantee program to 
insure lease bonds for small firms. One complaint merchants make 
is that most lenders require firms to have a net worth of a least 
$1 million before center space is given to them. You can submit 
your views by writing to Neal Peterson, Senate Committee on Small 
Business, Washington 25, D. C. 
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#2701-2% qt. Whistler 


NEW SPECIAL PRICE IS A 
NATURAL FOR PROMOTION! 


How are you going to keep em out of your store 
when women see that come-hither price? And on 
such a top favorite as this Revere Ware Whistler! 
Pistol-grip . . . stainless steel with fast heating 
copper bottom . . . Bakelite handle. The quicker 
you order, the quicker you profit. LIMITED 
TIME ONLY. 


SOLID COPPER BOTTOM, | 
STAINLESS. STEEL : = 4 SOLID COPPER 





#882—2 qt. #883—3 af. #2901—2"'A at. 
#885—5 at. Whistler 


... and REVERE WARE 


Tea Kettles 
mean “instant” sales! 


What better way to make coffee, cocoa, iced tea 
and all the wonderful instant preparations than 
these fine, fast-boiling Revere Ware Tea Kettles! 
oO What better way to make extra profits than to 

#1121 6 cup promote these top-quality Revere Ware values 
Wiley Fen ae on your counters, in your windows, in your 








#2250 2 at. 


Penthouse Whistler #2220—2 at. 


#2232—2 at. 
Regency 
advertisements . . . and in mailings to your 


customers! See your Revere Ware representative 
for stock to meet demand. Or write Revere 
Copper and Brass Incorporated, Box 111, Rome, 
New York. 


#3501-C—3 qt. REVERE WARE... 


Rates the world’s finest cooking utensils 
Want more facts? Circle 105, p. 41 
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HARDWARE BUSINESS 


outlook 


TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 


1962—bright, not brilliant .. . 


The overall outlook for business in 1962 is bright—but not bril- 
liant. Practically all the nation’s economists predict healthy 
advances in key segments of the economy. Predictions differ only 
on the extent of the advance, and on exactly what role the con- 
sumer will play in triggering the gains. For instance, a surge in 
consumer spending likely would result in more vigorous plant 
expansion, higher production of goods, more employment, and 
ultimately near-boom business. Some economists feel the con- 
sumer has already shown signs of increasing purchases, but 
others want more proof. Consumer performance this Christmas 
season will be a clue to the near future. 


Some warning signs posted ... 


Along with the optimistic predictions for next year come some 
warning signs which must be weighed in gaging the prospects 
for 1962. These are: A sluggish housing year; too much infla- 
tion, which could lead to some form of price and wage controls; 
failure of employment figures to show gains expected; and 
tougher foreign competition. However, the consensus is that 
business prospects are generally good enough to outweigh below 
par performance in some few areas. 


Replacements: Key to sales .. . 


Next year may be the year the power mower industry has been 
waiting for. After several so-so years, 1962 is believed to have 
the ingredients for a good year. Given a break in Spring weather, 
sales could go as high as 4,000,000 units, according to Outdoor 
Power Equipment Institute estimates. As many as three out of 
four of these are expected to be replacement sales. This has 
particular significance because replacement buyers tend to up- 
grade their purchases; buy better quality models, put more 
emphasis on convenience and safety features. Riding units and 
garden tractors still brightest spots in sales increases. 


Extra business potential . . . 


There’s a trend developing in rural areas that can benefit hard- 
ware dealers. Wider consumer acceptance of shell houses is 
reported, and more firms are entering this field. A shell house 
is one that’s erected on an owner’s lot, with a completely finished 
exterior, but with an unfinished interior. A lot of interior finish, 
plumbing, tools, decoration and trim usually is needed to make 
it livable. Much of this work is done by owners in spare time. 
If your store is located in an area where this type home is 
popular, good promotion of these items may mean extra business, 
especially if you offer credit terms. : 


... Turn to page 70 for more news of How’s the Hardware Business. 
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Greatest Invention in Lawn Mowing History! 


NEW en 
PINCOR yno-Vac a 





with Cyclonic-Vacuum Cleaning Action! 














| fos Grass is thrown 
Suction picks up ASTER = ‘Seat et tl 
all loose debris, : by spin 


ith great force 
cleaning lawn bed. — me a ked solidly 


into the catcher. 














‘ a Flexible spinning disc 
Violent suction action propels grass to outside 
pulls grass straight by centrifugal force. 
and rigid for 
uniform cutting. pe 


\ 
WAX 

















Here’s a below-deck view of 
y Fa the new Pincor Gyro-Vac 
/ : fy showing the cutting action 

ae Z A Zy which cuts the grass clean and 
- spins it on the flexible, load- 

; ee compensating plastic disc 





<— 








with great force into the dis- 


+ 
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prevent windrowing. 





‘The New Pincor Gyro-Vac Rotary Mowers A NEW LAWN APPLIANCE WITH 
had an outstanding reception at the National AMAZING PERFORMANCE FEATURES 


Hardware Show ... Dealers were impressed 

by the many unusual Gyro-Vac features that £ ° 
will give them something genuinely new to No More Raking “Once-over cutting 
offer their customers. The illustration above 


and the performance points at right tell why * No More Sweeping does the job.... 
Gyro-Vac mowers can be the outstanding line Grass, leaves 

for you in 1962. There are these other new Cuts Wet or Dry ay ae 
plus features, too... like the Silent Impulse eo to Ti G se s 
Starter... Patented Balanced Handle... aqwns in Less lime are packed solidly 
Controls and Height Adjustment... Light- 


weight Grass Catcher with Safety Snap Locks “a Healthy Groomed Lawn into the grass 
... Underdeck Baffle... Plastic Engine catcher by 


Cover. le Self Cleaning by GYRO ACTION! 


Pincor’s New Gyro-Vacs are available in 3 ° 
20” models: Gasoline Engine, Push type; Gaso- Gyro -Vac Action 
line Engine, Self-Propelled; Electric with Cord 
... All with new grass catchers. 





eee 
@ Improved Safety... 
Write for complete details, prices and get ready Blade revolves above bottom edge of chassis 
to order early for the big 1962 Pincor Gyro-Vac s 
market... be the first in your area with the ? Longer Engine Life cen 
tatest. ke * No mulching of grass... requires less power 


In addition to the new GYRO-VAC Models there is also s Durable, All Metal Grass Catcher 
available a complete line of PINCOR standard, con- empty - 
ventional mowers, rotary, reel and electric types. mem wi jocks 





New Gyro -Vac Models Pincor Gyro-Vac Electric . ge. = New Battery 


Pincor Gyro-Vac push _ Pincor Gyro-Vac Self-pro- auty 1% 6.P. Pincor |e | Powered Model 

Model . . . with rugged, i | pelied Model... has pve Aad - A height | fe 2 

gasoline engine and new ain latest designed gasoline Pes adjustments and new 

grass catcher. - goers } — and lightweight @ grass catcher. ¢ Pincor Electric, 
catcher. Battery operated Model oe 

. . » Powerful motor run f Si ha ai 

by heavy duty storage ae 

battery—home recharge- 

able. 








ELECTRIC 
GASOLINE 
GENERATING 
cep cpaemae PLANTS y 


Manufactured by PIONEER GEN-E-MOTOR CORPORATION 5840 wW. Dickens Ave., Chicago 39, II!. » Telephone BErkshire 7-4100 





MERCHANDISING 


newsletter 


A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 


YOU'RE INTO THE BEST SEASON OF A LINE TOO OFTEN TAKEN FOR GRANTED. Alert 
dealers see light bulbs, about 50 kinds of ‘em, as a sleeper 
line that can be turned into a powerhouse in next six weeks. 
Household bulbs annually produce about 1% of your total sales. But 
the figure averages more in weeks ahead. There's competition 
galore in a handful of basic bulb types, but most competitors 
don't bother with the many other types, sizes in daily demand. 
Group all bulbs and tubes in a central traffic location. Feature 
multiple units and tinted bulbs, watch sales soar as holiday 


fever grows. 





























POWER TOOLS GET THE EYE FROM BIG DRUG CHAINS. Insiders are disenchant- 
ment with under-$1 hand tools setting in. Prices have skidded as 
low as 44¢ each on some hand tools that were hot items at $1 and 
88¢ recently. Power tools being considered to fill the gap, though 
buying has not yet passed the conversation point. Other hardware 
lines may get the nod. Be alert to drug store promotions early 
next year. For now that hand tools have "had it," according to 
some drug buyers, other hardware, especially power tools, is 
likely to fill druggists' bins at leader prices. 





























THE WIDE PUBLICITY GIVEN NUCLEAR BOMBS AND FALLOI'T BREEDS SALES. Market 
experts carefully watch significant develonments pointing to 
Sales for wide-awake dealers. Special water, food and waste con- 
tainers pop up on dealers’ shelves. And they sell.Handguns and 
battery-powered items show gains. Complete shelters excite "tre- 
mendous" interest in a chain of Missouri hardware stores. A new 
device is offered to filter radioactive dust from homes (about 
$250). This grim promotion opportunity will bring sales to dealers 
who make the effort, but watch it! There'll be a new breed of 


fakers, selling shoddy goods. Buy carefully. Then promote in good 
taste. 






































MORE PRIVATE LABEL GOODS ARE HEADED YOUR WAY. Manufacturers of private 
brands admit such lines are not major market factor, and that it's 
an up-and-down experience. But next year, they say, promises an 
increase in private brands in the hardware market. Recent suc- 
cesses with private label power mowers, tools, etc., gives many 
wholesalers confidence. A big Midwest house, for example, adds 
garden hose, seeds, and lawn sweepers to its 1962 stable of offer- 
ings. The discount binge is credited with reawakening of interest 
in a broad range of private brand goods. Be alert to this trend. 
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A cord for-every-customer | 





























ROYAL “POWR-KORD” 


Heavy Duty Extensions rate prominent ‘display during the Christmas 

selling season. In gift displays with power tools and in outdoor lighting 

displays with wiring, bulbs and spotlights, these Royal leaders pile up 

profitable companion sales. Available in four wire sizes (12, 14, 16, 

18) and in all popular cord lengths from 10 to 100 ft., they satisfy ROYAL ELECTRIC CORPORATION 

every customer’s demand. Order from your wholesaler. PAWTUCKET, RHODE ISLAND 
Order from your wholesaler, or write for new le Canadas 
Catalog No. 3-59, giving wholesaler’s name. 


Royal Electric Company (Quebec) Ltd., Pointe Claire, Quebec 
Want more facts? Circle 107, p. 41 
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THE DIFFERENCE 
IN 
IS OBVIOUS, TOO 





Your customers know Red Brand® because but do th ey 


they’re constantly hearing about it and/or 
seeing it on radio, TV and in farm buy it’? 
magazines. They like Red Brand because 


it resists rust longer (Galvannealing does it). glad you as ked 


Red Brand® Fence « Red Brand Barbed Wire « Red Top® Stee! Posts - Nails « 


Want more facts? Circle 108, p. 41 
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Red Brand is the best-selling fence @ in the six top corn producing states @ in 293 
leading cattle and hog producing counties @ in 561 top corn producing counties @ in 
266 of the leading 300 hog producing counties @ and in six of the seven top hog-pro- 
ducing states. You might as well sell the best brand of fence, especially when it’s the 
best seller, too. That’s Red Brand. Everyone knows it. 


KEYSTONE STEEL & WIRE COMPANY 


Peoria, Illinois 
Baler Wire « Non-Climbable Fence + Keyline® Poultry Netting « Gates 


Want more facts? Circle 108, p. 41 
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Guess what this bolt 
was designed for... 


Strong 

Tough 

Economical ty 
Efficient 

Lasting 








New Sheffield Bolt, engineered 
and built to meet a customer's 
specific need. Shown actual size. 


Here’s a clue. It’s a shear bolt, heat-treated 
for high strength. It has an indented, hexa- 
gon concave washer head and an especially 
designed, built-in washer. It’s actually a self- 
sealing fastener for water-tight construction. 


Here’s the answer. You have probably figured it 
out by now, anyway. This new Sheffield bolt was 
designed for a manufacturer of agricultural stor- 
age facilities. It is being used successfully to build 
these facilities, with manufacturing speed and 
economies that are boosting sales. 


RE 


Your own answer to metal fastener needs is 
probably at Sheffield, too. We already have 
more than 50,000 different standard and spe- 
cial bolt products. And, like the example cited, 
we are creating new ones all the time. Sheffield 
has the bolt-making experience, the complete line, 
and the vast production 
facilities to assure quick SHEFFIELD 
shipments. BOLT PRODUCTS 


Ask your Sheffield distributor. Sheffield Division, 
Armco Steel Corp.—Kansas City e Houston e Tulsa. 


ARMCO Sheffield Division 


V 


Want more facts? Circle 109, p. 41 A 
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Want more facts? Circle 110, p. 41 > 











ON PERFORMANCE 
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SUBMERSIBLE PUMPS 


From Jacuzzi, leader in the development of 
quality submersible pumps, comes a new 
submersible for 4-inch and larger diameter 
wells. These superior Jacuzzi submersible 
pumps are priced to sell for considerably 
less than ordinary submersibles — even 


though the Jacuzzi pumps | more water and 


lasts years longer. 


Check the BIG performance. You'll agree: 
When it comes to pumps, ve matches 
Jacuzzi. 


One-piece, built-in bronze check valve. No extras to buy. 


Extra long, stainless steel and bronze top and bottom bearings. 


‘Bronze pump case provides absolute alignment of all. inter- 


nal parts. 


Extra heavy stainless steel spline shaft. No reduction in shaft 


size from top bearing through tail bearing. 


Stainless steel strainer screen at pump suction. 
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IMIPELLER STAGES 


The entire stage of the new Jacuzzi submersible, diffuser and 
impeller, is made of molded Lexan, the tough miracle thermo- 
plastic of modern science. Water passages in the impeller 
and diffuser are satin smooth for minimum friction losses. 
Lexan is non-porous and non-corrosive and especially resistant 
to abrasion. 


Each impeller stage is fitted with replaceable stainless steel 
wear rings at hub and skirt of the impeller. 





FOR MORE 


INFORMATION 


R 
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write or visit the 


— Bros. Inc. factory 


branch office nearest you. 


: Vietor 2-6462 
ANGELES, Cal. 
$. Atlantic Blvd. 
ANgelus 1-8166 


Phone: 252-6175 


Bato. MeLougy in Bivd. 


“a 
El Camino Ave. 
— WAbash 5- 
Bea tat 
1136 N ae 
Phone: HOward 4-9839 
aap Factories in 


as the beans; eal, S. A. 





SO YOU 
WANT TO 


Hardware Age 
feature articles 
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RETIRNE..WHO 


WILL 


BUY YOUR 


STORE? 


When the time comes to retire who will buy your 
store? : 

That is a problem that troubles many hardware deal- 
ers now in their early sixties. They are looking to- 
wards retirement in a few years. They are counting 
on the money realized from the sale of their store to 
help finance those peaceful years. Yet, their son, or 
son-in-law, is not interested in the business. How do 
they find someone to buy the store? 

Of course, there is always one way out—hold a 
liquidation sale. But that can mean a substantial loss 
of capital. 


Factors in the purchase 
of a store under a Ja- 
cobson Marriage Con- 
tract: Philip R. Jacob- 
son on right, Al Yuska 
on left. 


Or, you can always hope that somehow someone will 
come along with enough money to buy your entire 
inventory and take over the lease. The gnawing quality 
of this problem quickly becomes evident. Seldom does 
a buyer come along with enough capital to buy out 
the inventory who has the experience to step right in 
and continue operating a going hardware store. 

Now a plan is working out that overcomes both of 
these shortcomings in many prospective buyers, lack 
of capital and experience. This plan can be the answer 
to a successful transition of store ownership that: 

Enables an owner to realize the full value of his 





inventory, and over a few years slow down in his busi- 
ness activity tewards the day of complete retirement. 

Enables a new owner to start with limited capital, 
work off his indebtedness, and meanwhile learn store 
management and merchandising from the experienced 
retiring owner. 

The plan has developed naturally. It is part of a 
service that a man performs for the hardware industry 
because he is at a crossroads where these human 
management problems meet. This man is Philip R. 
Jacobson. In addition to being the successful secretary 
of the Iowa Retail Hardware Association, Mr. Jacob- 
son is an astute student of hardware merchandising 
and store management. Because of his keen insight 
into management, he has the confidence of many 
hardwaremen on personal problems. 

Many dealers in Iowa have counseled with Mr. 
Jacobson in intimate problems of management, and 
also confided in him their hopes for an orderly transi- 
tion of their store when the time comes to retire. 

Many a young man also has confided in Mr. Jacob- 
son his dedicatea desire to operate a hardware store. 
He is aware that he possesses limited capital, lacks 
store management experience, and is bewildered on 
how to proceed, but he thought Mr. Jacobson could 
help. 

In both of these confidences Mr. Jacobson saw an 
opportunity to serve. 

“Why not bring both parties together, let them talk 
about their aspirations and see if they could join in a 
sales contract that would be mutually beneficial,”’ 
thought Mr. Jacobson. 

So successful has been the plan that it has become 
known as “Jacobson’s Marriage Contract.” 

The phrase “marriage contract” is an apt one. 

As a marriage, it brings together two parties. True, 
they may be quite diverse at the beginning of the 
negotiations. The parties may be far apart in assets 
available and in merchandising experience. But they 
marry businesswise on the basis of a dedicated desire 
on the part of both parties to operate a thriving store 
useful to its community. 


Each owner controls one-half the stock 


First, a new company is formed and incorporated. 
The retiring owner, and the new owner, each own 50 
percent of the stock. The new owner agrees to buy 
the stock of the retiring store owner on a regular 
basis, based on book value at the time of each pur- 
chase. Meanwhile, the retiring store owner retains 
voting rights to all his stock, until the last share is 
purchased by the new store owner. 

Second, an agreement is drawn for the sale of the 
store to this new corporation. Some of the initial capi- 
tal of the new corporation is used to make the pur- 
chase. The balance of the store’s inventory is pur- 
chased by the corporation, a stated amount at 
pre-determined time intervals. The unpaid balance 
earns interest at a rate stated in the agreement. 

Actually, the sale of the store is not a direct transfer 
from the retiring owner to the new owner. The store’s 
inventory is sold to the new corporation. While the 
new corporation is paying for the inventory, the new 
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owner is buying out the interest of the retiring store 
owner in the corporaticn. 

A side arrangement also may be worked out cover- 
ing the precise way the retiring owner withdraws 
gradually from the business and the new owner takes 
over. Thus, the knowledge and experience of the re- 
tiring owner can be transferred gradually to the new 
owner who becomes an experienced manager by the 
time he completely takes over. 

In one instance a retiring store owner and the new 
owner spelled out the salary of the retiring owner and 
the precise time he would spend in the store. The re- 
tiring owner wanted more time to go fishing in a 
distant state. The arrangement enabled the retiring 
owner to plan his fishing trips. Meanwhile, the new 
owner knew precisely when the retiring owner would 
be available to guide him and help him run the store. 

In another case, the retiring owner had no outside 
interests. However, he liked to putter around the store 
on service jobs. An arrangement was worked out so 
the retiring owner could work any days, any hours he 
desired. When he worked, he was on the payroll on an 
hourly salary. The new owner liked that arrangement. 

Here is how a Jacobson Marriage Contract develops. 

Both parties are brought together by Mr. Jacobson. 
Several visits in their homes may be necessary while 
they take the measure of each other and come to a 
mutual understanding that they can work together. 


Now the first negotiations begin 


Then there are the preliminary negotiations. These 
involve the amount of capital the new owner can get 
together, the price the retiring owner wants for his 
inventory. 

When both parties come to an agreement on the 
preliminary details an attorney is engaged to handle 
the legal work. The parties may each want to have 
their own attorney, and many of the arrangements 
have been handled by Stanley L. Haynes, the associa- 
tion’s attorney. The cost for legal services, including 
drawing up the documents, filing, and setting up the 
corporation’s books, comes to less than $500. 

The document setting up the new corporation states 
the number of shares to be issued, and the number of 
shares to be owned by the retiring owner and the 
number by the new owners. 

Also stated is the number of shares held by the 
retiring owner that the new owner is to buy within a 
pre-determined period of time. The date and purchase 
price of each stock transaction is given. The price is 
book value at the time of purchase. 

However, the retiring owner retains full voting 
rights to all his shares until the new owner has com- 
pleted the purchase of all the shares. Thus, the re- 
tiring owner retains his complete voting rights until 
he is fully out of the new corporation. 

There is a saving clause, in case the arrangement 
does not work out. If the new owner does not exercise 
his share buying obligation for two years in succes- 
sion, the retiring owner has the right to buy back all 
the shares held by the new owner at the price paid by 
the new owner. 

The sales agreement establishes the transaction for 





Here is how a dealer can sell his business according to a_ plan, 
on a Jacobson Marriage Contract. 


Here is an example of how a Jacobson Marriage Contract works. 
The names, and all the figures, are hypothetical, but typical 
of how a dealer with a $35,000 inventory can retire in six years. 


Smith Hardware 
inventory $35,000. 


Owner wants to retire in 6 years. 


XYZ Corporation formed 


= RETIRING BLES ym Capital: $26,000 
fe ae oe saad | Number of shares: 260 


‘ $ 3 
oat 


| ee he. Oe 


Mr. Smith puts up $13,000, owns 130 shares 


Mr. Jones puts up $13,000, owns 130 shares 
total capital $26,000 
Working capital $ 4,000 











Balance of capital $22,000 


XYZ Corporation buys Smith Hardware 





Payments on $35,000 inventory 
Initial payment $22,000 





Balance $13,000 


Payable: $180.56 monthly for 72 months 
Interest on balance: 414% 











XYZ Corporation stock purchased by Jones 





Smith’s equity, 130 shares, $13,000 

Jones buys: 11 shares every 6 months 

Purchase price: book value of corporation, 
date of purchase. 


Voting rights: Rights on all stock remain with 
Smith until] 130th share is purchased. 
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the new corporation to buy the assets of the retiring 
owner. 

The agreement sets up the precise amount of the 
store’s inventory, the amount to be paid monthly by 
the new corporation for balance of the inventory, and 
the amount of interest to be paid on the unpaid bal- 
ance. 

The amount of monthly payments for the inventory 
set up in the sales agreement is a minimum figure. 
The new owner may make larger payments, usually in 
multiples of $100, on any payment date. This is an 
inducement: for the new owner to step up the rate of 
purchase by the new corporation. 

The sales agreement also sets up the obligation of 
the new corporation to keep the inventory fully in- 
sured, free of liens and incumberances, with all taxes 
paid. 


How a store Is 


The saving clause provides that if the new corpora- 
tion fails to meet a payment, then the entire unpaid 
balance becomes due. 

After the legal documents are drawn up, filed, ad- 
vertised as required by law, and the new enterprise is 
ready to go into operation, the attorney sets up the 
minute book of the new corporation. The attorney also 
attends the first directors’ meeting to write up the 
minutes. The attorney also shows the secretary, usu- 
ally the wife of the new owner, how to write up min- 
utes of future meetings. 

The corporation is a family affair. Under current 
federal income tax regulations, the family type corpo- 
ration enjoys the same tax situation on profit as does 
a partnership. 


bought under a 


Jacobson Ma ITlage Contract 


Another factor in the contract, Mrs. Frances Yuska 
who keeps the store's books, and is an officer in corpora- 
tion buying the store. 
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This is the story of Al Yuska and his wife Frances. 
You will find the Yuskas in Manchester, Iowa. They 
moved there a few years ago and took over the Mills 
Hardware Store up on the main street. 

Right now the Yuskas are important for the story 
of their business life. They started with a few thou- 
sand dollars, and no hardware or other retailing ex- 
perience. Thanks to a Jacobson Marriage Contract 
they are working on the opportunity of a lifetime. 
Reports of their progress from sources well able to 
appraise their abilities indicate the retail hardware 
industry will hear more of the Yuskas in the years 
to come. 

The story of the Yuskas, however, goes back 20 
years. At that time Sauser Hardware in Manchester 
was for sale. Mr. Sauser had battled good years, years 
of depression and war selling hardware, but now he 
wanted to retire. He told Philip R. Jacobson, secre- 
tary of the Iowa Retail Hardware Association, about 
his aspirations. More important, could Phil Jacobson 
find a buyer, someone who could take over a stock 
valued close to the $40,000 figure? 

Phil Jacobson had an idea. He knew a couple over 
in Dubuque, Iowa, Mr. and Mrs. Millard Mills. Millard 
Mills worked in an office, knew nothing about hard- 
ware, but Phil Jacobson knew they wanted to get into 
the hardware business. There were some visits back 
and forth. Several times the Mills went over to Man- 
chester to look over the store. Then one evening in 
the Mills home in Dubuque, with Mr. Sauser and Mr. 
Jacobson present, the situation began to jell. 

Out of this meeting came a contract, drawn by the 
association attorney. The Mills placed their capital on 
the line as a down payment, and gave Mr. Sauser a 





The staff that runs the store and is helping to fulfill the contract, from left, C. F. Foster, salesman; Alice Hahn, house- 
wares department salesman; Lance Candee, who used to manage the store; Al Yuska, the new owner. 


note for the balance. There was a clause in that con- 
tract that is important. It was agreed that if the 
Mills should default, Mr. Sauser could not bring any 
action without taking it up with the lowa Retail Hard- 
ware Association. 

This was in the early days of the Jacobson Marriage 
Contract. 

In less than three years the Mills paid off their note, 
and the store was theirs. 

Then, 10 years ago, Millard Mills decided to open a 
hardware store in his home town of Hazel Green, Wis. 
The Mills moved to Wisconsin. They continued oper- 
ating the store in Manchester with the staff. A few 
years ago the Mills decided to sell the Manchester 
store, and for the second time Phil Jacobson had an 
opportunity to set up a marriage contract on the same 
store. 

Al Yuska became aware of the hardware industry 
when he was five years old. He remembers his father 
taking him to a hardware store near their farm to buy 
nails. The hardware dealer took an interest in the 
5-year old boy. Al never has forgotten that kindness 
and attention. 

The years rolled on and among the men in the 
graduating Class of 1949 at what then was Iowa State 
College at Ames, was Al Yuska. Al went over to New- 
ton, to work as assistant manager at the Maytag Dairy 
Farms, and later he branched out and became a field 
man for the American Dairy Assn. of lowa. Through 
the association work he met a man in Des Moines with 
the hardware association, Phil Jacobson. 

The hankering to get into the hardware business 
kept coming up with Al. He mentioned it to Harold 
Marshall who ran the hardware store in Newton. Mr. 
Marshall suggested Al write to Phil Jacobson. Thus, 


the Yuskas became prospects for a partnership in a 
Jacobson Marriage Contract. 

Mr. Yuska recalls that when the urge to become a 
hardwareman became quite serious he kept looking at 
stores. Finally, he decided that no store would ever be 
the “perfect store” and that a final decision would be 
based on selecting a store that offered the most ad- 
vantages. 

About this time the Mills Store in Manchester came 
into the picture. Mr. Jacobson arranged a get-together 
party with the Yuskas and Mills in the Yuska home in 
Waterloo. The couples sat around the table while Phil 
Jacobson explained what was involved in a Marriage 
Contract. After several more conferences both couples 
agreed to such an arrangement and began negotiations 
with the association’s attorney, Stanley L. Haynes, to 
draw up the articles of incorporation and a sales con- 
tract. 

The new corporation began business by buying out 
the Mills Hardware Store. Officers of the corporation 
are Al Yuska, president; Millard Mills, vice-president ; 
Mrs. Mills, board chairman; Mrs. Yuska, secretary- 
treasurer. 

The Yuskas took over operation of the Manchester 
store. They retained the former employees, Lance 
Candee, who has been managing it, and C. F. Foster. 
A saleslady was employed for the housewares depart- 
ment, Alice Hahn. 

A clearance sale was held to bring in traffic to get 
acquainted with the new owners, and to enable the 
new owners to organize the stock. 

Then arrangements were made to rent a store room 
next door, for more selling and storage space, and to 
close out several storage areas down the street. 

(Continued on page 33) 
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EMODELING? 


It’s more than new fixtures and paint 


Credit, lighting, services come into play 


Almost any dealer can repaint old fixtures, or re- 
place them with new ones, and say that he has re- 
modeled. In fact, this is sometimes as far as a so- 
called remodeling goes. 

“There’s more to it than that,” says Louis Smith, 
secretary-treasurer of Smith & Sons Hardware, Ama- 
rillo, Texas. 

Smith’s 1960 remodeling carried with it the usual 
refixturing, new windows, and the like. But several 
specific areas were given special consideration. 

Take lighting. 

“High intensity lighting, topping 50 ft-candle pow- 
er at eye level, has been a big contributor to our 10 
percent increase in sales this year,” Mr. Smith says. 

This dealer installed 108 fluorescent tubes in an 
unusual geometric pattern, to put the most light where 
it was needed. Two-fixtured groupings feature shallow 
glass and louver-shielded luminaires to provide high 
illumination over the 5500 sq ft store. 

Take fixtures. 

Modern four-step gondolas put all displays in the 
open, but that’s not the end. There are no aisles, as 
most dealers know them, in this store. 

Gondolas are arranged at random, causing traffic 
to circulate constantly. And display height is kept at 
48 in. or lower, so women can scan the entire store. 

Take credit. 

Mr. Smith says, “Our expanded credit program lets 
us reach more people and make more sales.” 

Besides giving the trade a more efficient and pleas- 
ant place to shop Smith Hardware gave them a means 
to shop with these features: 
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Louis Smith checks the expansion in credit accounts. 


—30-day open accounts. 
—Revolving budget plan. 
—Three-time payment plan. 
—Layaways. 

—FHA financing for contracts. 


—Gift certificates for special occasions. 





Southwestern dealer finds it pays 
to put the whole store 


under the microscope 
when planning major improvements. 


Smith & Sons Hardware, remod- 
eled in more ways than one. 





Expanded services too, such as free home delivery, 
have played their role in boosting sales at Smith 
Hardware. | 

The store has scored sales gains in spite of severe 
weather and a generally soft local economy. When 
Mother Nature and business in general hit a normal 
stride, this broadly remodeled store should record 
significant gains. —End 








The new, bright interior. 
Note geometric lighting 
arrangement and random 
scattering of gondolas. 
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) Fire 


Remodeling brings hidden goods out into open and makes 





The axiom is: It’s not what you have, but what you 
do with it. 

In retailing, this axiom hits home in 
agement,”’ according to dealer Carl Kay. 

“I can offer substanti.l proof that full and proper 
use of display area sells more merchandise,” Mr. Kay 
says. He’s owner of Erie (Pa.) Hardware. 

For 10 years Erie Hardware did business in the 
downtown section of the city. Mr. Kay had always 
carried a pretty hefty inventory, about $55,000. The 
trouble was, though he carried depth and diversity of 
line such as housewares and sporting goods, that space 
was too cramped to show enough merchandise properly. 

Then a highway construction program in his area 
forced this dealer to seek a new site. 

A three-story building was available within a few 
blocks of his old location. The main floor was long 
and narrow, 22 ft wide, 100 ft deep. But Mr. Kay 
primarily was interested in space. He knew extensive 
remodeling would be in order, and he knew that the 
physical format would add extra problems, but he 
thought he knew how to lick the problems. 

That was two years ago. 

Today, volume has increased 25 percent over Mr. 
Kay’s best previous year in the old location, and it is 
still spiraling upward. 

More women are coming into the store and they’re 
buying more housewares. Sporting goods now sell on 
impulse. Every department, in fact, is turning mer- 
chandise faster, because dealer Kay has managed to 
display $25,000 worth of merchandise up front in the 
2200 sq ft of first floor selling area. 

The remodeling was a complete job. 

Mr. Kay started with the outside of the building. 
He reinforced the old front facade with steel, and had 
a quarter-inch plaster lathed over it. The sign is 
between the first and second stories, and the plate 
glass front window puts the whole interior on display. 

Because of the long and narrow interior, and the 
geography of the building, Mr. Kay decided to lay 
out his store in a split level manner. The first 75 ft 
level from the main entrance is three ft lower than 
the rear section of 25 ft. There is a back entrance 
off the backyard parking lot. 

Mr. Kay located the housewares gondola in the 
center aisle, opposite the front entrance. Sporting 
goods are on the right side, inside the store’s main 


‘ 


‘space man- 


entrance. The left wall has the perforated board tool 
displays. Paint is located on the right wall near the 
middle of store. 

“We never got many women into the store before,”’ 
says Mr. Kay. “Now, with our interior plush and 
modern, and the housewares attracting their atten- 
tion, they come in.” 

There is a wide traffic aisle from the entrance to 
the horseshoe-shaped checkout counter in front of 
the raised rear deck. Visibility throughout is excel- 
lent. The raised 25 ft at the back of checkout is 
used for builders’ hardware display. There are three, 
6 ft high revolving bin fixtures in this department 
that have helped Mr. Kay turn what are usually con- 
sidered demand items into impulse goods. And from 
the first, the elevated displays proved easier to spot 
from the front of the store. 

“Everything sells better if displayed right,” says 
Mr. Kay. “I sure found that out. You keep reading 
about the value of display in the trade journals, but 
you don’t realize how important it is to put your mer- 
chandise on view, out where it can be seen and touched, 
until you do it.” 

Another thing Mr. Kay learned from his experi- 
ments with the long and narrow problem, is the value 
of not maintaining the status-quo with regard to 
display location of merchandise in each department. 


Maximum use of perforated paneling is space-expander. 




















the most of cubic display area in a long, thin store. 


“Customers will keep coming back to your store,” 
says Mr. Kay, “if they think it presents a fresh 
appearance each time. I’m talking about the type of 
customers who like to browse, who can be made to 
buy on impulse. 

“We’re always experimenting with our displays. In 
housewares, for example, we’ll shift merchandise from 
the back of the gondola to the front end, becaue that’s 
the best impulse spot. 

“In sporting goods, of course, we have the seasons 
to play around with. But even during the Summer, 
we'll shift the lure and tackle displays so that our cus- 
tomers won’t think they’ve seen everything there is 
to see after they’ve browsed the display once.” 

“Experiment for greater impluse. And lay out your 
interior so that you’ll attract impulse-prone custom- 
ers. It’s one sure way of increasing sales volume. 

“Use every inch of wall area for displays. Use the 
display space above canopies, and be sure that all fix- 
tures are cleared of cupboards, bins, and other closed 
areas. Customers have to see to buy,” Mr. Kay says. 

“Lighting, of high candlepower, is important. Good 
lighting adds luster and fullness to every item and 
every display. Finally, relieve the monotony of long, 
straight floor areas. You can do this, as we have, by 
using the split-level idea and by staggering fixtures 
in an uneven aisle pattern.” —End 








Modern front employs 
full windows to help 
overcome limits of a 
slim store. 


Staggered displays and 
solit-level rear deck 
also help make store 
seem wider. 








How does a chain store 


Here’s how this Mid-West variety chain 


store uses live and TV demonstrations as the 


key to volume sales on power tools... 


Accent on youth—Manager's three daughters on TV demonstrate hobby-type power tools. 
Ease of operation and safety of tools is vividly played up in these demonstrations. 


How does a chain store promote power tools? W. 
T. Grant’s big store in Southgate, Milwaukee, answers 
this question with three words: 

‘“‘Demonstrate, demonstrate, demonstrate!” 

A variety chain store is not the place you’d normally 
look for a lesson on how to sell big ticket—and profit- 
items like power tools. Yet, this Grant’s store has 
become one of the nation’s top seven retailers in this 
line. The power tools division manager expects to 
wind up 1961 with $145,000 in sales of these high 
profit tools. 


The story of how the power tool division of this 
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Mid-West variety store grew from a 15-ft counter 
section in 1950 to its present 2000 sq ft is largely 
the story of one man’s faith in the power of dramatic 
advertising. 

Henry A. Hale, Grant’s power tool division manager 
in Southgate, has taken his demonstrations and pro- 
motions beyond the confines of the store via TV, sports 
shows, and fairs. Although he believes in and uses 
newspaper advertising, Hale is convinced that only 
live demos can move high priced goods of the power 
tool complexity, quickly and in volume. 

Hale’s theories on selling power tools cover a wider 





sell POWER TOOLS 


Set to sell by live demonstration of power tools, Henry A. Hale, power tool division manager of W. T. 
Grant's store in Southgate, Milwaukee, mans the Grant booth at the 1961 Wisconsin State Fair. 


than usual market concept. He believes it’s not just 
Dad who’s interested in power tools. The whole family 
—Mom and the kids—can be lured into the market if 
rightly approached. 

Working on the fight-fire-with-fire principle, Hale 
uses children to sell children. His own trio of sub-teen 
daughters he classes among his ace salesmen. 

While Dad’s monkeying around with the heavy- 
duty power tools, the youngsters can be intrigued by 
clever demonstrations of the hobby type equipment, 
such as jig saws. After Mom and Dad both see three 
grade school girls running these tools easily and safely, 
sales resistance usually dwindles to the zero mark. 

Sales to the small fry have in no minor measure 
helped boost the Southgate store’s power tools sales 
from $3,500 a little more than a decade ago to their 
present high level. Hale said he expects to wind up 
this year doing $145,000 in power tools alone. 

An instance of how television demos sell power tools 
was cited by Hale. A half-hour show over WTMJ-TV 
two weeks prior to last Christmas resulted in the sale 
of 178 jig saws alone. Last April another half-hour 
TV show produced sales of 57 power shops (big power 
tools) with 15 bonus deals of accessories, and 42 


bonus deals of lighter hobby type tools. 

Most dealers would agree that this is real selling. 
They might object that TV advertising costs big 
money. Hale, reporting the results of the Christmas 
promotion, calls this mighty cheap advertising. He 
reports a $100 return in sales on every $4.35 invested 
in advertising. 

Hale broke this down: $408 for the TV show and 
$210 for a quarter-page newspaper ad with a coupon. 
He figured the results on the basis of sales worked 
out to the $100-to-$4.35 ratio. 

Although the TV promotion cost nearly twice as 
much as the press ad, Hale is sold on the power of 
TV. He believes TV brought in more than twice as 
much in sales. 

It takes the drama and action of live or TV demon- 
strations, Hale says, to move these costly tools. Even 
the cheaper hobby lines sell far faster when their 
ease and safety of operation are graphically demon- 
strated. 

Very few—other than the already converted—are 
likely to spend such big money for power tools until 
they’ve been shown their value and versatility through 
demonstrations. —E'nd 
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Canning's bookkeeping has been 
greatly simplified by this form. 
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CREDIT 
ACCOUNTING 


Bookkeeping can be streamlined with use of modern 


forms that save money and reduce margin of error. 


Office paper work has been trimmed considerably by 
Canning’s Master Hardware, Maywood, Calif. And 
the new system is so successful it will soon be used in 
Canning’s other two hardware stores. 

The system hinges on a new invoice form (see illus- 
tration). 

Charge customers no longer get a separate charge 
invoice for each purchase. Instead, one slip of paper 
might represent up to 10 different purchases. This 
means one. piece of paper going to the office, instead 
of ten. 

Here is how it works: Items listed on the invoice 
are as usual, in the customary column. The unit price 
is to the right, and next is the total amount. Then 
comes a column headed: “Received by.” Here the 
person accepting the merchandise signs his name. 

This invoice is filed under the appropriate letter by 
name. Later during the same month, that person makes 
an additional purchase. This is entered on the same 
charge invoice, and again the items are signed for on 
the right. 
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When the page is full it is turned into the office, and 
a new page started. 

“This system is making money not only for us, but 
for our larger charge customers,” explains C. M. 
Canning, owner of the three hardware stores. “Often 
just one item is charged, and it may be less than a 
dollar. Well, now, it is obvious that the printing cost, 
labor charge, and bookkeeping time are such that most 
or all of the net profit disappears. 

“But under our new system, such is not the case. It 
saves money for firms buying from us, too. Instead of 
having a bunch of purchase slips, they have just a 
few, each page from us representing what might have 
been up to 10 different ones. 

“T’d estimate at least 99 percent of our charge cus- 
tomers like and use this system with us.” 

“IT recommend this system to al! hardware stores, 
but especially to those with industrial accounts. These 
are the ones who are coming in frequently, and who 
often need just one inexpensive item on that trip,” 
says Mr. Canning. 





L OFF OE fiom ordwor 


Age Readers 





Fall-out window 


Dear Editor: 

Thank you for the suggestion of 
the fall-out window that appeared 
in the Sept. 21 issue. We used the 
idea in our store, and it drew quite 
a lot of attention. Enclosed you will 
find a picture of our window dis- 
play. 

Yours truly, 
William V. Elliott 
Manager 
Roberts Hardware Co. 
Grafton, W. Va. 


Editor’s note: The article on the 
hardware dealers’ potential role in 
the crisis brought on by the Berlin 
situation (see Sept. 21, p. 84) has 


Roberts Hardware window. 


stirred numerous dealers, and at 
least one wholesaler, to action. 


Retail-wholesalers 
Dear Editor: 


In the issue of Aug. 10, page 49, 
I noted the remarks of Mayo’s Inc., 
Jamaica Plain, Mass., concerning 
“‘Retail-Wholesalers.”’ This letter is 
of particular interest to me as our 
firm engages in wholesaling as well 
as retailing. 

I am in agreement with the re- 
marks of Mayo’s up to a certain 
point, but those remarks most as- 
suredly are not applicable to all 
firms so engaged. We make no ef- 
fort to conceal our method of oper- 
ation, but we do strive to properly 
channel all sales. Our retail sales 
personnel do not even have access 
to our wholesale catalog. Mayo’s 
fails to mention those wholesalers 
who claim to be “Exclusively 
Wholesale,” but sell to all who enter 
their doors. 

Because of the manner in which 
we conduct our selling we enjoy a 
most pleasant relationship with 
those dealers it is our privilege to 
serve, and I am confident there are 
many other firms operating as we 
do who endeavor to conduct their 
business in an ethical manner pro- 


tecting the interests of their deal- 
ers at all times. 
Cordially yours, 
R. Leslie Kiper 
secretary - treasurer 
E. R. Kiper Hardware & 
Supply Co., Inc. 
Monroe, La. 


Toenailing help 


A request for information on a 
device that eliminates toenailing in 
building, appeared on p. 214 of the 
Sept. 21 issue. Two readers have 
written us saying that this product 
is available from Timber Engi- 
neering Co., Washington, D.C. An- 
other reader sent us a catalog page 
of Cleveland Steel Specialty Co. il- 
lustrating such a device. 

Our thanks go to Smith Lumber 
Co., Johnsonburg, Pa., and Edge- 
wood Hardware Co., Washington, 
D. C., and Ace Hardware, 3535 W. 
Armitage Ave., Chicago, for help- 
ing us out. This information has 
been passed along to Mr. Bright- 
man of Mechanix Illustrated who 
originally asked the question. 


An idea opposed 


Dear Editor: 

In the Sept. 7 issue on page 62 
you suggest a method of increasing 
the volume of key duplication. 

In the interest of security, this 

(Continued on page 64) 





So you want to retire? | 
(Continued from page 25) 


This enlarging of the sales area also was the begin- 
ning of a gradual changeover in fixtures and in mer- 
chandise arrangement, to be extended throughout the 
store. 

All this the Yuskas are doing, with the preliminary 
take-over conferences with the Mills, then with the 
help of the employees, plus their own studying of 
hardware merchandising methods. 

Al has had the help of Mrs. Yuska, handling the 
minutes and books of the corporation, and handling 
also the store’s books. 

And both the Yuskas have had to face up to other 
problems. 

They moved from a much larger city. That meant 
adjusting to a new way of business life, and also to a 
new way of personal living. 

An adjustment in an attitude towards family income 
was necessary, too. Formerly Al Yuska had been on a 
monthly salary, on a regular payroll. Now their think- 


ing about finances gears into the store, to its problems 
of sales and meeting obligations, and putting needs of 
the store and the family in proper relations. 

Another adjustment is in time. The problem is how 
much of the store’s problems can and should be taken 
home, how much of each day’s time should be used for 
the family and for outside interests. 

Al Yuska points out that these adjustments are im- 
portant. For a young man to work the 8:30 to 5 shift, 
five days a week, with regular income each month, and 
leaving the job on the desk at 5 o’clock most evenings 
is one thing. For the same young man to come in early 
in the morning and work into the evening, six days a 
week, writing his own pay check, and taking the day’s 
problems home after supper is another thing. 

In spite of all the changes Al Yuska is glad he en- 
tered into a Jacobson Marriage Contract, and the 
future it holds for him and his family. Phil Jacobson’s 
reaction is: 

“T personally get a thrill out of this deal because I 
first brought Mr. and Mrs. Mills to the store, now 
Mr. and Mrs. Yuska.” 
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Buying Check List 


of new hardware items 


Keep up to date. Check these new items 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 
number on postcard on page 41, and mail 


Item I 
Brass butt hinge display 


tic scrubs, baby bottle brushes, hair 
brushes, or shoe brushes. Extender 
is 17-in. wide, 8-in. deep. Comes 


Brainerd’s perforated panel dis- 
play, No. 8400XC, features 15 
quick-selling sizes of solid brass 
butt hinges in a blister pack. Dis- 

Soli BRASS BUTT HINGES 


FE BEDS BINGE PORES A SCREWS 


play board is in two colors, and is 
15%4 x 22 x %-in. Blister packs 
contain a pair of butts with brass 
screws. Unit is available with pur- 
chase of introductory assortment. 
Brainerd Mfg. Co., Dept. HA, East 
Rochester, N. Y. 


Item 2 
Shelf extender brush display 


This corrugated shelf extender 
display tray is available with an as- 
sortment of scouring brushes, plas- 
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pre-packed, pre-priced and ready 
for use. Empire Brushes, Dept. HA, 
200 William St., Port Chester, N. Y. 


Item 3 
Lightweight garden cart 


The LC-l garden cart can be 
folded to hang or store flat against 
a garage or basement wall. It has 
a strong steel frame to support the 
detachable forest green canvas bag 
which is reinforced at seams for 
extra strength. Bag measures 18 
x 27-in. at top, 13-in. at deepest 
cross section. Eight inch wheels 
provide easy rolling over most sur- 


faces. Suggested retail price is 
$10.95. Disston Div., H. K. Porter 
Co., Inc., Dept. HA, Porter Bldgq., 
Pittsburgh 19, Pa. 


Item 4 
Three electric can openers 


Rival’s deluxe Can-O-Matic elec- 
tric can opener, Model No. 758M 
(shown), is one of three new mod- 
els. Features modern styling, and 
is completely automatic. Nylon cut- 
ting wheel severs lids in four sec- 
onds, and unit has retractable legs 
that fold out when opening larger 
cans. Available in seven colors, 
comes in gift carton and retails at 
$24.95. Other new models include: 
Automatic opener, Model No. 761, 





Here is a quick Check 
List of items described 
in the following pages 


retailing at $21.95; and an auto- 
matic wall or table model, No. 
756M, retailing at $19.95. Rival 
Mfg. Co., Dept. HA, 36th & Ben- 
nington, Kansas City 29, Mo. 


Item 5 

Spray enamel assortment 
Broma spray enamel labels have 

been redesigned with entire label 

matching contents of can. Special 

Bromarama assortment consists of 


36 spray cans in 18 colors. Spray 
enamel is shipped in a combination 
shipper-display unit for impulse 
sales. Cans contain 15-oz of spray 
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enamel, retail at $1.39 each. Master 
Bronze Powder Co., Inc., Dept. HA, 
538 W. State St., Calumet City, Ill. 


Item 6 
Fiberglass hostess trays 


A pair of furniture-styled, fiber- 
glass hostess trays come gift boxed 
for the holiday season. Done in 


DECORATOR DESIGNS 


styled By DES MITCHELL 





Modern Danish, the trays are fin- 
ished in walnut tone frames. Ex- 
tra large, the trays measure 24-in. 
by 15%-in. and come either with 
the Autumn Leaves or Moderne de- 
sign. Retails at $7.98 for set of 
two. Dennis Mitchell Industries, 
Dept. HA, 4424 Paul St., Philadel- 
phia, Pa. 


Item 7 
Reflecting numbers, letters 


This jeweled reflecting letter and 
number set is made of weather- 
proof plastic. White characters are 
skin-packaged and retail at 39¢. A 
revolving point of sale display is 
furnished free with an assortment 
of 180 units. To augment this line, 
an assortment of aluminum brack- 
ets, redwood sign panels and cast 
aluminum decorative animal fig- 
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ures also are available. Remington 
Hardware Co., Inc., Dept. HA, 100 
Greenwich St., New York 6, N. Y. 


Item 8 
Garden soil testing kit 


Sudbury has redesigned its gar- 
den soil test kit package for use 
as a gift item for garden enthusi- 
asts. Plastic topped package is dec- 
orated with colorful fruits and flow- 
ers. Kit makes 50 tests for nitro- 


gen, phosphorus, potash, acidity. 
Shows needs of lawn grasses, 75 
flowers, 50 vegetables. Retails at 
$6.98. Sudbury Laboratory, Dept. 
HA, Dutton Rd., Sudbury, Mass. 


Item 9 
Eye bolts dispenser-display 


Assortment No. 511 is a 3-color 
wall or rack display containing 10 
of the most popular sizes of eye 
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bolts with machine thread and 
square nuts. Sizes range from 
3/16 x 134-in. to % x 8-in. and are 
identified on display. Line drawings 
illustrate uses for the bolts. A 15- 
in. rule with 4% and %-in. mark- 


ings is provided along the lower 
edge. The No. 511 is a companion 
to the No. 411 assortment featur- 
ing eye-bolts with lag screw 
threads. Hindley Mfg. Co., Dept. 
HA, Cumberland, R. I. 


Item 10 
Cartridge fertilizer package 


Waterfeed cartridge fertilizer 
packages all have been completely 
redesigned for the 1962 season. Re- 


taining black and yellow basic box 
motif, the boxes have been modern- 
ized to include a tab in the back 
so they can be hung on wallboard. 
Proen Products Co., Dept. HA, 9th 
and Grayson, Berkeley, Calif. 


WANT MORE DETAILS ON THESE ITEMS? JUST CIRCLE 


Item 11 
Mulching 22-in. power mower 
A one-operation mowing, clean- 
ing, and mulching performance all 
at the same time is the distin- 
guishing feature of the Orbit-Air 
power mower. The 22-in. mower has 
a multi-pitched rotary blade, an 
orbit chamber to cut grass finely 


and a blower that sends fine clip- 
pings back to the lawn as a mulch. 
Bolens Division, FMC Corp., Dept. 
HA, 215 S. Park St., Port Washing- 
ton, Wis. 


Item 12 
Color mailbox display 


A compact display is offered to 
show off colorful new Classic Mail- 
box line. These mailboxes come in 





five different colors. Display kit 
holds one of each color. Sturdy 
display also is easy to clean. Patent 
Novelty Co., Dept. HA, Fulton, Ill. 





ITEM NUMBER ON FREE POSTCARD, P. 41 


Item 13 
New all-purpose fan 

Here’s a new all-purpose fan with 
a suggested retail price of $14.95. 


Package includes a dating plan, 
warehousing allowance, consumer 


advertising and new suggested list 
prices on two popular fans. General 
Electric Co., Dept. HA, 1285 Boston 
Ave., Bridgeport, Conn. 


Item 14 
Saw with improved armature 


This 7-in. SpeedSaw No. 800 fea- 
tures an armature that won’t burn 
out. Armature is wound with mag- 
net wire welded to commutator bar, 
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eliminating failure. Wire main- 
tains stability when operating at 
high temperatures, and also has 
high overload resistance. Saw has 
8-amp, 1.2-hp motor, adjusts to cut- 
ting depths of 4 to 2%-in. Other 
features include adjustable safety 


slip clutch, adjustable cutting 
guide, rip guide, knob, retractable 
blade guard, self-lubricating bear- 
ings. Retail price is $35.95. Speed- 
Way Mfg. Co., Div. of Thor Power 
Tools, Dept. HA, 1421 Barnsdale 
Rd., LaGrange Park, Ill. 


Item 15 
8-ounce aluminum cleaner 


One teaspoon of this Mirro Alum- 
inum Cleaner per quart of boiling 
water is all that is required to clean 
and brighten pots, pans, and cook- 
ing utensils. Powdery cleaner dis- 





solves immediately providing in- 
stant cleaning action. Comes in 
8-oz. unbreakable polyethylene con- 
tainer to retail for $1. Mirro Alum- 
inum Co., Dept. HA, Manitowoc, 
Wis. 


Item 16 
Improved model caulking gun 


Vital’s Trim Tip caulking gun is 
equipped with a cutting device in 
the handle for use in trimming 
cartridge tip to various hold open- 
ings. Gun also has short V-shaped 
metal scraper, positioned so that it 
won't interfere with work. Gun 
takes standard 8'%-in. tipped cart- 
ridge. Vital Products Mfg. Co., 
Dept. HA, 7500 Quincy Ave., Cleve- 
land 4, Ohio. 


Item 17 
New baited mouse trap 


This Victor baited mouse trap 
features a bait-scented wood pedal 
which tests have shown attracts 
more mice over a longer period of 
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time. The bait scent is non-toxic. 
Two traps come packaged in clear 
poly-cel bag, pre-priced at 19¢. 
Animal Trap Co. of America, Dept. 
HA, Locust St., Lititz, Pa. 


Item 18 
Versatile display rack 


Year-round use, for lawn and 
garden equipment in good weather 
months and snow removal equip- 
ment in wintry periods, is the fea- 
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ture of this sturdy display rack. 
The new 960-961 display is of tubu- 
lar construction and has card slots 
for identification of tools. Gardez 
Inc., Dept. HA, 500 N. Carroll Ave., 
Michigan City, Ind. 


Item 19 
Double-locking locksets 


This Lok-’N-Lok cylindrical lock- 
set features a double locking device 
for mortise and rim cylinders. Ex- 
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Want more details? Just circle item number on p. 41 


tra lock adapter can be used on 
Precision and Kwikset entry lock- 
sets to provide more security where 
extra keys. may be in circulation. 
Model No. LF-2, with knob cylinder 
assembly and locking cylinder with 
two keys lists at $6 and $7.20, de- 


pending on finish. Model No. LF- 
2-800 has No. 800 residential lock- 
set, locking unit and two keys. Lists 
at $10 and $12. Each set is pack- 
aged individually. Precision Lock 
Mfg. Co., Dept. HA, 9383 Stanley 
Ave., Brooklyn 8, N. Y. 


Item 20 
9-in. steel letter opener 


This 9-in. Kleencut letter opener 
is available with a flat handle (No. 
X291) or offset handle (No. X292) 


for easy pickup. It’s nickel plated, 
balanced, has %-in. markings on 
handle for measuring, and fine tip 
for easy insertion. Comes one 
dozen per carton. Retail price is 
25¢. Acme Shear Co., Dept. HA, 
100 Hicks St., Bridgeport 1, Conn. 
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Item 21 
Four automatic toasters 


Toastmaster’s four new auto- 
matic toasters feature squared 
shape with concave, satin chrome 
surfaces front and back. Chassis 
are shockproof. Included in the 
line is a 4-slice model and three 
2-slice toasters. The Imperial, 
Model B122 (shown), has an all 


stainless steel case and a Power- 
matic unit which lowers bread and 
raises toast without the need for 
a toast lever. It retails for $22.95. 
Toastmaster Div., McGraw-Edison 
Co., Dept. HA, Elgin, Ill. 


Item 22 
improved water system 


A new series of the Dual-Jetmas- 
ter water system offers higher per- 
formance levels and design im- 


provements. The %4-hp and 1l1-hp 
models will deliver up to 810 lb per 
hour from a 40-ft depth, provide a 
pressure range from 20 to 60 Ib 


and will function efficiently at 
depths to 160-ft. The shallow well 
l-hp models will deliver 1800 gal- 
lons per hour from a 20-ft well 
at 30-lb pressure. Dempster Mill 
Co., Dept. HA, Box 365, Beatrice, 
Neb. 


Item 23 


Flower drying mixture 


Home-dried flowers that retain 
their color, texture and, in some 
cases, some of their natural aroma. 
This can be achieved with a reus- 
able silica gel compound that is 
odorless and harmless but which 
absorbs moisture from vegetation 
to preserve it. Flowers dried with 
the mix have lasted as long as eight 


months and in some cases longer. 
Comes in quart size, $2.95, and pro- 
fessional size, $6.95. Plantabbs 
Corp., Dept. HA, 1101-05 Maryland 
Ave., Baltimore 1, Md. 


Item 24 
Improved floating fly line 


Gladding’s Aerofloat fly line has 
been improved to offer minimum re- 
sistance to wind, permitting better 
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We tried, both in the laboratory 
and in the field, to burn out the 
armature of this new saw. We 
couldn’t do it. Why? We’re em- 
ploying a new type of wire and 
welding techniques in the arma- 
ture. And we give you much more 
than just rugged construction— 


Built by 


you get a high quality 7” saw at 
a new low price. Handles toughest 
lumber cutting chores. Includes 
rip guide, knob, and three conduc- 
tor lead cord. Available in full 
polish or new hi-gloss chip resist- 
ant resin and silicone base paint. 
Write us for price information. 


SPEEDWAY MANUFACTURING CO. 


LA GRANGE PARK, ILL. 


¢ DIVISION OF THOR POWER TOOL CO. 


QUALITY PRODUCTS SINCE 1906 
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casting and less disturbance on wa- 
ter. Line is coated with compound 
that prevents waterlogging. Level, 
double and weight forward tapered 
coils are available in green, ma- 
hogany and nite lite colors. Coils 
come in box with plastic reel for 
easy winding onto fly reel. Line 
cleaner and applicator is also in- 
cluded. Retail prices range from 
$2.25 to $12 per coil. B. F. Glad- 
ding & Co., Inc., Dept. HA, South 
Otselic, N. Y. 


Item 25 
Cutting, cooking implements 


Blue Grass stainless steel cutting 
and cooking utensils come with 
laminated wood handles, pressure 
fused with resin and brass com- 


pression rivets for beauty and long 
wear. High carbon steel blades are 
used on cutting implements. Fine 
for kitchen, dining room and patio 
use, some are with natural] hand- 
rubbed wood wall racks. Belknap 
Hardware & Mfg. Co., Dept. HA, 
Louisville, Ky. 


Item 26 
Light-weight '/2-in. drill 
Rockwell’s new heavy-duty %- 
in. drill (Model 372) has a heavy- 
duty 3.6-amp motor and all ball 
bearing construction. It weighs 5 
Ib and has a capacity of ¥% in. for 
steel and 1 in. for wood. Speed of 
750 rpm for all-around drilling of 
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metals and wood is maintained by 
three-stage gear drive. Also fea- 
tures a straight-across design— 
chuck flush with gear case to per- 


mit drilling in hard-to-reach areas 
and a precision three«jaw-geared 
key chuck for positive non-slip 
grip. Introductory priced to re- 
tail at $59.50. Rockwell Mfg. Co., 
Power Tool Div., Dept. HA, 400 N. 
Lexington Ave., Pittsburgh 8, Pa. 


Item 27 
22-in. power trimming mower 


This Moto-Mower 22-in. Deluxe 
Trimmer Reel features a Squeez- 
N-Mow handle with clutch engaging 
mechanism as an integral part of 
the pistol-grip handle. Unit also 
has remote control starting, adjust- 


“i i. 


able reel speeds, 3-point wheel sus- 
pension and precision height ad- 
justment. Trimmer has 2%-hp, 4- 
cycle engine and fully enclosed 
Power-Flo transmission. Moto- 
Mower, Inc., Dept. HA, 625 S. G 
St., Richmond, Ind. 


Item 28 
Smooth-grip chain wrench 


Billings No. 93 Chain Strap 
wrench combines the strength of a 
chain wrench with smoothness of a 
strap chain. Design of each link 
and arrangement of links give 


chain a smooth grip on all mate- 
rials. Can be used on plastic, brass 
or copper pipe, chrome-plated tub- 
ing, electrical conduit, tar-coated 
pipe and on threads. Comes in 15, 
24 and 38-in. lengths. Chain has 
capacity of 34 to 644-in., can be ob- 
tained to 14-in. Chain widths are 
52, ¥, and 1% in. Billings & Spen- 
cer Co., Dept. HA, Hartford 1, 
Conn. 


Item 29 
Improved insect screening 


New York Wire Cloth has an im- 
proved aluminum insect screening 
with a smaller wire diameter and 
finer mesh. Mesh is 18 x 16, woven 
from 0.011l-in. wire. Finer screen- 
ing admits more light, provides 
greater air passage with less wind 
resistance, keeps out smaller bugs 
and rolls into screen frames easily. 
New York Wire Cloth Co., Dept. 
HA, 11 E. Market St., York, Pa. 


Item 30 
High-speed wood boring bits 


Here’s a line of imported high- 
speed wood boring bits priced to re- 
tail at 39¢ each. Available in seven 
popular sizes to fit all types of elec- 
tric drills. Bits are 1-piece drop 
forged and heat treated for 
strength, precision ground for fast 

(Continued on page 44) 





FREE CHECK LIST SERVICE FOR HARDWARE AGE READERS 


Use this new, quick way to 


KEEP POSTED on 


NEW ITEMS AND NEW SELLING IDEAS 


These two easy steps will keep you up-to-date on latest information on new items, new 
merchandising ideas, special deals and other profit building information. 


As you read through this issue you will find numbers beneath all adver- 
tisements and with all items described in the Buying Check List. 


When you want more information on any of the items or ideas in the 
advertisements or in the Buying Check List, just circle the corresponding 
number on the Quick Check Postcard below, and mail. We pay the 
postage as a service to readers. Your request will be promptly passed 
on to the manufacturers involved. 
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A quick, easy way to keep up to date 


B Each issue of HARDWARE AGE contains hundreds of new profit 
making ideas on selling, merchandising, etc., as well as 
the largest listing of new items of any hardware magazine. 


BP You must keep posted on these new ideas if you want to 
keep your store profitable. HARDWARE AGE makes it easy 
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Fixing and Painting 


TOOLS 
Handy to take-it-off or put-it-on 


a“ 





tne 


Your Paint Department sales will 
increase with this minimum space 
Tool Center 500 fixture. All wanted 
fix-up and paint-up tools bought by 
home owners, do-it-yourselfers, crafts- 
men, decorators and painters. Tools 
attractively packaged on multicolored 
cards with complete use information 
displayed on peacock blue and gleam- 
ing steel fixture. Tools sell at fair 
prices for good profits and fast turn- 


over. Order Tool Center 500 from 
your wholesaler. 


ralayeye. 


apie: 
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ake it off— 
Put it on paint 


OOLS 


SINCE 1875 e SOUTHBRIDOGE, MASS., U.S.A. 
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cutting edge. Shank is non-slip. 
Bits are individually carded, packed 
with free display in assortment of 
three of each size. Also comes in 
kit containing one each of seven 
sizes. Fuller Tool Co., Inc., Dept. 
HA, 152-35 10th Ave., Whitestone 
57, N. J. 


Item 31 
Fold-away aluminum cot 


Bunting has a folding aluminum 
eot that stores under standard bed, 
in closet or car trunk. Pad is 1% 
in. thick, made of polyurethane 
foam in zippered case. It’s sup- 
ported by 13 galvanized steel cross 
bands and two diagonal bands se- 
cured to tension springs. Frame is 
tubular hard aluminum with latch 
for locking closed or open. Unit is 
24 x 74 in. when open, folds to 7 x 
24 x 36 in. Vinyl storage cover is 
also available. Bunting Co., Dept. 
HA, 18th & Allegheny Ave., Phila- 
delphia 32, Pa. 


Item 32 
Children's food-mixing toys 
Ideal’s Electric Food Center gives 
children opportunity to prepare 
mixed foods by use of a battery- 
operated mixing unit. Food Center 
has a blender for sodas and milk 
shakes, a batter mixer, and ice 
cream maker. It’s safe for chil- 
dren’s use, has a long life carbon 
brush motor which operates on 
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three D batteries. Stirring rod, 
recipe book and instructions are 
also included. Retail price is $10, 


go ror 


without batteries. Jdeal Toy Corp., 
Dept. HA, 200 Fifth Ave., New 
York 10, N. Y. 


Item 33 
Sponge soap dish 
This highly absorbent sponge 


soap dish puts an end to soap- 
caked, messy soap dishes in bath- 


room and kitchen. Attractive and 
practical, the pastel-tinted sponge 
soap dishes can be used for quick 
clean-up jobs in tub or sink. Magla 
Products, Dept. HA, 412 Halsey 
St., Newark 2, N. J. 


Item 34 
Pedestal base for tables 


Gerber has added a pedestal base 
to its line of furniture legs for do- 
it-yourselfers. Units come in 14- 











| 
| 
| 
| 


and 28-in. heights, and in plated 
or painted finishes. Comes in 2- 
color self-display package. Gerber 
Wrought Iron Products, Inc., Dept. 
HA, 1510 Fairview Ave., St. Louis 
32, Mo. 


Item 35 
Convertible snow-thrower 


Adding a snow-thrower attach- 
ment to the Gard-n-ette power unit 
makes this lawn and garden tool a 
year-round implement. One of six 
attachments obtainable, the snow- 


thrower cuts a 15-in. swath through 
deep snow and operates on any sur- 
face. A flip of the chute throws 
snow either to left or right. Re- 
tails for $39.50. Hoffco, Inc., Dept. 
HA, 411 N. 8th St., Richmond, Ind. 


Item 36 
Locks with removable core 


Yale has removable core cylinder 
locks in its 5400 Series (shown) 
and Mono-Lock Series. Locks are 
designed for office and apartment 
building use where former tenants 
may have keys in their possession. 
Removable core permits changing 
of pin-tumbler assemblies quickly 








sands twice 


as any other sander at its price 


Bound to be a big seller! Greater wood removal capacity than sanders costing twice as much, 
thanks to Weller’s new heavy duty reciprocating motor. Full 5%” stroke—14,400 strokes a 
minute—and big 26 sq. in. sanding plate get jobs done fast. Trouble-free, too. No brushes, 
commutators or metal bearings to wear out. Safest sander on the market. No exposed metal parts that 
can be energized. No electric shock hazard. 3-wire grounded power cord. UL approved. Guaranteed 
for 1 year. Order now from your wholesaler. Weller Electric Corp., 601 Stone’s Crossing Rd., Easton, Pa. 


Se a = en Pre-sold for you in: 
Sands with grain. Gives Goes all the way into cor- Knob fits either side for LIFE Gip 
smoother finish than disc ners. Recessed housing right or teft hand 
or orbital type sanders. for sanding plate access. use and sanding flush. Popular Science and Popular Mechanics 
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from door to door. Cylinder is re- 
moved with special control key, and 
can be masterkeyed and grand 
masterkeyed. Removable core cy!l- 
inders are also available in build- 


ers’ mortise locks, rim locks and 
padlocks. Yale & Towne Mfg. Co., 
Dept. HA, Chrysler Bldg., 42nd & 
Lexington, New York 17, N. Y. 


item 37 
15-in. bench drill press 


This Toolkraft 15-in. bench drill 
press, Model No. 357, is designed 
for schools, pattern and cabinet 
shops, light industrial use and for 
home workshops. Features all ball 
bearing construction, 1l-piece cast 
iron head and built-in belt guard. 
Unit is equipped with 4-step motor, 


multi-purpose table, cast iron base. 
Maximum distance from chuck to 
working surface is 18 in. Distance 
of table travel is 14 in. Toolkraft 
Corp., Dept. HA, Plainfield Ave.., 
Springfield, Mass. 
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Item 38 
Miniature red stop signs 


These miniature reflective red 
stop signs can be pressed onto bi- 
cycles, wagons, cars, etc., for after- 
dark protection. Assortment E-1 is 
available in units of twelve 8% x 
1l-in. cards per shipping carton. 
Each card holds 24 signs, packed 
two per transparent envelope. In- 
dividual signs are 2 x 2 in. En- 


velope containing two signs retails 
at two for 29¢. Minnesota Mining 
& Mfg. Co., Dept. HA, 900 Bush 
Ave., St. Paul 6, Minn. 


Item 39 
Water-dust pickup vacuum 


Hild’s Walk-Along vacuum clean- 
er has a 31-in. squeegee attachment 
that can be used to pick up water 


ws 
ee 
> 


over large floor areas. Squeegee 
mounts on rear, can be used with 
most 15-gallon tank vacuum clean- 
ers. Unit converts to regular dust 
pickup vacuum cleaner by attaching 


full-size hose. Cleaner’s handle has 
several positions, and can be se- 
cured vertically for storage. Hild 
Floor Machine Co., Dept. HA, 1217 
W. Washington Blvd., Chicago 7, 
Ill. 


Item 40 
Utility container on cart 


This Roll-A-Bin can be used as 
a shopping cart, laundry cart, for 
yard work, etc. Unit weighs 13 lb, 


has a removable polyethylene con- 
tainer and heavy-duty truck. Con- 
tainer is 16 x 16 x 20 in. deep, holds 
up to 18 gallons of liquid. Snap-on 
lid is included. Truck has adjust- 
able steel handle, heavy-duty wheels. 
Metal parts are cadmium plated to 
resist rust. Como Plastics, Inc., 
Dept. HA, 2455 National Rd., Co- 
lumbus, Ind. 


Item 41 
Machine washable sleep bag 
This Wash ’N Dry sleeping bag, 
Model No. 456, is machine wash- 
able, and is guaranteed not to 
shrink more than 2 percent. Top 
and bottom outer cover is made of 
pre-shrunk bright green water re- 











WE SELL 
BEAUTIFUL 
LAWNS 





because of these exclusive features: 


UNIQUE SAFETY CLUTCH ... FAST-SET CUTTING HEIGHT ADJUSTMENT ... LIFE-TIME 
GUARANTEES ... MAGIC-CONTROL HANDLES... AUSTEMPERED BLADES — SILENT “YARD- 
MAN” DESIGN ... COMPLETE PRODUCT INFORMATION ... HARD SELLING LITERATURE 
- - - 50-50 NEWSPAPER AD PROGRAM ...10 YEAR PARTS AVAILABILITY. 

Enjoy the extra profits and pleasure of selling this performance-proved line of mowers. 


YARD-MAN, Inc., 1414 W. Ganson Street, Jackson, Mich. 


Write today for full details of America’s Sellingest lawn mowers. 


Dewuxe . | YARD-MAN, INC., 1414 W. GANSON STREET, JACKSON, MICH. 
GENTLEMEN: 


Please send me your complete dealer kit, including catalog, literature 
samples, price list and dealer program. 


STORE 


\ e “s \ & 8 
Re m| | a * * \ 
SELF RIDER “69 — 


PROPELLED ROTARY CITY 


SIGNED 
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pellent poplin. Lining is cotton 
flannel with duck hunting design. 
Bag is filled with 3 lb of Dacron 
Fiberfill, has double air mattress 
pocket. American Pad & Textile 
Co., Dept. HA, S. Washington St., 
Greenfield, Ohio. 


Item 42 
New line of power tools 


DeWalt has a new line of power 
tools which will complement its 
present lines of home and commer- 
cial workshop tools. The line in- 
cludes: 10-in. table saws; 24-in. jig 
saws; 12-in. band saws; belt and 
disc sanders; 12-in. lathes; 15-in. 
drill presses; 6-in. jointers, and a 
grinder hone specialty tool. De- 
Walt, Inc., Dept. HA, 50 Fountain 
Ave., Lancaster, Pa. 


Item 43 
New drill attachment 


This new addition to the ARCO 
line of drill attachments fits any 
electric drill, drill press, lathe or 


motor. It tool shapes contours, re- 
moves paint, planes and sands, cuts 
wood, plaster, plastics, metals and 
wallboard. Available in three mod- 
els: %4-in. diameter, $1; 1%-in., 
$1.49; 1%-in., $1.98, retail. Indi- 
vidually bubble-packed on hang-up 
card. Arrow Metal Products Co., 
Dept. HA, 421 W. 203 St., New 
York 34, N. Y. 
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Item 44 
1962 line of tractors 


The 1962 Springfield Suburban 
tractor offers engineering and styl- 
ing changes, including a more com- 
fortable seat and backrest. The 
new tractor is available with either 
six or seven hp engines, automotive- 
type transmission for three for- 


ward speeds and one reverse, full 
differential axle and a full line of 
gardening attachments. Quick 
Mfg., Inc., Dept. HA, 256 Linden 
Ave., Springfield, Ohio. 


Item 45 
Aluminum fan flower trellis 


Nichol’s aluminum fan trellis for 
flowers has a white baked-on en- 
amel finish. Comes in 60, 72 and 
78-in. heights with 4, 5 or 7 blades, 
depending on height. Packed 
knocked-down in self service car- 


Can be assembled quickly 
without tools. Nichols Wire & Alu- 
minum Co., Dept. HA, 1725 Rock- 
ingham Rd., Davenport, lowa. 


tons. 


Item 46 
Electrical defrosting unit 


Osrow’s Infra-Red Defroster is 
an electrical device for removing 
ice quickly. Saves time, prevents 


food spoilage, saves bother of hot 
water pans. It’s made of light- 
weight aluminum, fits all refriger- 
ator freezing units and is ideal for 
freezers. Suggested retail price is 
$6.95. Osrow Products Co., Dept. 
HA, Hazel St., Glen Cove, N. Y. 


Item 47 
Heavy-duty chain wrench 


Diamond’s 15-in. heavy - duty 
chain wrench, Model No. CW15, can 
be used in either direction without 
removing wrench from work. Has 


I-beam type handle, and is fully 
electro-plated to resist rust. Comes 
in individual display carton, retails 
at $7.50. Diamond Tool & Horse- 
shoe Co., Dept. HA, 4712 Grand 
Ave., Duluth 7, Minn. 


Item 48 
Expanded water pump line 


The Aqualine split-case horizon- 
tal building trade pump line is now 
available with 114- to 8-in. dis- 
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SM pipe COUPLINGS 


Every Coupling needed 
in any size require 


Shalow Well 
Well Drillers 
3000 Ib. Hydraulic 
§000.\b. Hydraulic 
Half a. 
(Railroad) Blank Coupll 
ae Well Casing = yi 
Reamed and Drifted Drive 


Standard Merchant 
Extra Heavy 

AP.|. Line 

AP.\. Tubing 

AP.\. Casing 


au 


PIPE PLUGS HEX BUSHINGS 


A superior product, 
competitively priced, 
conveniently cartoned. 


REDUCING 


STEEL CAPS 
COUPLINGS 


LASTIC IPE 

ALAWAL TER 
TRADE MARK 

for dependable plastic pipe connections 
Well seal elbow, sizes 34” thru 

1%”. Male and female thread 

adapters and insert couplings, sizes 
Yo 3 thru 2”, Male and female venturis 
available in 1”, 144”, and 14” diameters. 


MALE and ‘metal to metal threads” 


FEMALE Exclusive feature: 


VENTURIS GALVANIZED—Hot dipped and 
zinc plated. 


BRASS—85-15 Red Brass. 





WELL SEAL 


ELBOWS 
eam ae am 4 


Sg Beh ey od . 


MALE and FEMALE 
THREAD ADAPTERS 


INSULATING UNIONS 


23 s 
COPPER-FROM-STEEL coe 
a 
BRASS-FROM-STEEL 


STEEL-FROM-STEEL 


CAp-TITE SANITARY 
WELL 


with BOND TITE-BEAD* 


i r 
For positive sealing. Carefully machined fo 
quick and easy installations. 


®Pat. Pend. WELL POINTS 
and EXTENSIONS 


i ints for sandy 
+; Well Drive Points ' 
= Protecto-screen Well Points 


for rocky, gravel soil. 


DRIVE 
DRIVE CAPS SHOES 


DRIVE COUPLINGS 


mt We 


MANUFACTURING CO. 


DIVISION OF HARSCO CORP. 
COLUMBUS, OHIO 





ANOTHER @“NORTON BM PRODUCT 


Top-selling combination! 
Top-profit deal! 


ADALOX & TUFBAK Assortment 


_.. for perfect finishes: That’s the sandpaper rack combination that’s 

ae proved best to sell because it meets your cus- 

! andpaper 4 tomers’ needs the best. ADALOX® — five times 

BEAR Sle better for rough, preparatory and finish sanding 

cei nt of wood, metal and composition; TUFBAK® — 

—— en favored by quality furniture manufacturers, is 

= best choice for dry or wet sanding between paint 
and other finish coats! 


Bee a ‘ HERE’S THE DEAL: 


ADALOX & TUFBAK ASSORTMENT 
DEALER RESALE $77.50 
PROFIT $33.32 .. . aBIG 43%! 


And the 60-S or 60-T Display Rack 
comes with the Assortment .. . a $9.65 value! 


ASSORTMENT CONSISTS OF: 


100 VF 220-A(6/0) ADALOX Finishing Paper 
100 =F 120-C(3/0) ADALOX Paper Openkote 
100 M_ 80-D(0) ADALOX Paper Openkote 
C 50-D(1) ADALOX Paper Openkote 
SF 400-A TUFBAK Durite Paper 
EF 320-A TUFBAK Durite Paper 
VF 220-A TUFBAK Durite Paper 


REMEMBER: BEAR Products are advertised in 
the Saturday Evening Post and backed up by 
powerful merchandising helps. Write Dept. HA-11 
for details on all the profit-making deals you can 
get from BEHR-MANNING CO., Troy, N. Y., a 
division of Norton Company. 


— Q No. 60-T 


No. 60-S 
a 


see, 


. s _— 


aa” 
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charge in either mechanical shaft 
seal or chevron packing. Capacity 
of packed type is 2600 gpm with 
280-ft head range and 250 degree 
temperature range. Seal type ca- 
pacity is 750 gpm with 350-ft head 
range at 3500 rpm, and 2600 gpm 
with 280-ft head range at 1750 
gpm. Temperature limit of seal 
type is 225 degrees. Inspection and 
maintenance of all rotating parts 
is done easily by removal of flange 
bolts. Pumps also feature ll- 
bronze impellers, replaceable bronze 
case wear rings, precision ground 
steel shafting and lifetime sealed 
bearings. Peerless Pump Div., FMC 
Corp., Dept. HA, 301 W. Avenue 26, 
Los Angeles 31, Calif. 


Item 49 
Lock-on extension cord 

This extension cord eliminates 
the bother and delay of plugs pull- 
ing out through its lock-on feature. 
It automatically locks on any stand- 
ard cap and is released by pressing 





side buttons. Can be used with 
electric tools, hedge trimmers, out- 
door lighting, home lighting and 
workshop. Droplite Electric Mfg. 
Co., Dept. HA, 305 First St., Brook- 
lyn 15, N. Y. 


Item 50 
Aerosol hormone spray 

A 16-0z. aerosol hormone spray 
causes tomatoes to ripen up to 


three weeks earlier. Large, firm, 
more uniform fruit can be expected 
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with fine color and flavor. Tomato- 
tone sets fruit chemically, makes 
more flowers set fruit and reduces 
flower drop. List price $1.75. Am- 
chem Products, Inc., Dept. HA, 
Ambler, Pa. 


Item 51 
New insulated tumbler 


This insulated tumbler with its 
double-walled insulation keeps cold 
drinks colder and hot hotter, 
while preventing condensation of 
moisture on outside of glass. The 
tumblers, which come in coral, tur- 





quoise and mustard shades, elimi- 
nate need for coasters. Retails at 
69¢ per tumbler. Burroughs Mfg. 
Corp., Dept. HA, 3550 Tyburn St., 
Los Angeles 65, Calif. 


Item 52 
Aluminum-steel stepladder 


This aluminum stepladder in the 
Safety Step line has welded tubular 
galvanized steel back rails for add- 


ed strength. Additional safety fea- 
tures are improved pail holder, sure 
lock center brace and no-slip ser- 
rated step. Comes in six sizes from 


27 in. to 8 ft. The 27-in. and 3-ft. 
sizes do not include pail holder. 
Shaf Mfg. Corp., Dept. HA, 1021 
New Market St., Philadelphia 23, 
Pa. 


Item 53 
Blades for cutting masonry 


This general purpose masonry 
blade cuts brick, concrete, stone, 
transite and non-ferrous metals. 
Blade is made of super-bonded sili- 
con carbide with heavy-duty fiber- 
glass mat on each side for maxi- 


mum safety. Equipped with metal 
reinforced diamond arbor holes, and 
is supplied with 42 and %-in. round 
adapters. Can be used with most 
power saws. New England Carbide 
Tool Co., Dept. HA, 55 Commercial 
St., Medford 55, Mass. 





Turn to p. 52 for @ listing of 
new aids to help you sell better. 
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THIS 
LONG-LASTING, FLEXIBLE 
PIPE 1S MADE OF 


pga lplgh 


POLYETHYLENE 


an Eastman piastic 


TENITE Polyethylene is the brand name of a high-quality 
olyethvie arke 
EASTMAN CHEMICAL PRODUCTS, INC 
a Subsidiary of EASTMAN KODAK COMPANY 
its performance and resistance to aii types 
of deterioration are outstanding 


PIPE 
MANUFACTURER’S 
BRAND 
NAME AND 
ADDRESS 


GIVES YOU A 


HEAD START ON 
PLASTIC PIPE SALES 


The “Tenite” label on flexible poly- 
ethylene pipe is a big talking point 
for you. It marks pipe made from 
polyethylene specially formulated 
for the job—100% virgin polyethyl- 
ene—no reprocessed or downgraded 
material. Safe for drinking water— 
bears National Sanitation Foundation 
approval seal. Resistant to weather- 
ing, stress cracking, electrolytic 
attack, and corrosive soils; undam- 


aged by freezing. The ‘’Tenite” label | 








i 


stands for top-quality polyethylene | 


—a head start for flexible pipe—a 


| 
| 
| 
i 


head start in dependability and in | 


sales. For free folder giving helpful 


selling points and listing uses, write | 


EASTMAN CHEMICAL PRODUCTS, 
Inc., subsidiary of Eastman Kodak 
Company, KINGSPORT, TENNESSEE. 


sligleal\ flplighs 


POLYETHYLENE 
an Eastman plastic 
Want more facts? Circle 117, p. 41 
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NEW AIDS TO HELP YOU SELL 


New catalogs, specification sheets, catalog sheets and other free 
literature to keep you posted. Circle number, p. 41 for your copy 


ITEM 82—TRAPPING-HUNTING 
SCHEDULES — Two schedules cover 
the 1961-62 open seasons for trap- 
ping and waterfowl! hunting. Both 
list open seasons in each of the 48 
mainland states. Daily bag limits 
and possession limits are given for 
states when available. Animal Trap 
Co. of America, Dept. HA, Lititz, 
Pa. 


ITEM 83—-STORE EQUIPMENT CATA- 
LoG—Contains over 500 items in- 
cluding Flexo-Span multiple base 
construction of self-service islands 
and side wall units. Do-it-yourself 
items include standards, brackets 
and a wide assortment of hardware 
to make your own islands. Also 
shown are wall fixtures, standards, 
sign holders, glass binning hard- 
ware, perforated wall-board hard- 
ware, show cases, etc. Add Sales 
Co., Dept. HA, 924 York St., Mani- 
towoc, Wis. 


ITEM 84—PROFIT CALCULATOR—De- 
signed on the slide rule principle. 
This Choremaster calculator shows 
profit for any item in any price 
range on either cost or selling price 
of the item by setting the dial 
wheel. A card pocketed within the 
calculator shows scale of discounts 
and promotional support offered by 
Magna on varying numbers of 
Choremaster tillers. Magna Ameri- 
can Corp., Dept. HA, Interstate 
Hwy 75, Cincinnati 15, Ohio. 


ITEM 85—WATER SYSTEMS BOOKLET 
—This 12-page booklet covers basic 
facts regarding the advantages of 
a private water system. Includes 
a questionnaire and pump selection 
charts for determining which types 
of pump systems are best suited 
for particular well and water sup- 
ply requirements. Other informa- 
tion on various Myers pump and 
water conditioning equipment is 
given. F. E. Myers & Bro. Co., 
Dept. HA, 400 Orange St., Ashland, 
Ohio. 


ITEM 86—HEATER LINE FLYER—A 
four-page colorful flyer that gives 
complete information on the new 
Fasco portable heater line. The line 
consists of three UL and CSA ap- 
proved heaters, all with thermostat 
control. Fasco Ind., Inc., Dept. HA, 
Rochester 2, N. Y. 


ITEM 87—FISHING EQUIPMENT CAT- 
ALOG—Heddon’s 50-page 1962 cata- 
log has color sheets displaying 
Heritage casting and Scandia spin- 
casting reels. Three balanced rod- 
reel combinations are introduced, 
and artificial baits are listed as 
service, floating-diving, deep diving 
and sinking lures. Rod section il- 
lustrates Mark and Pro-Weight 
rods. Back of catalog lists items 
in numerical order with code num- 
ber, brief description, price and 
page index. James Heddon’s Sons, 
Dept. HA, Dowagiac, Mich. 


ITEM 88—HOME DECORATING GUIDE 
—Designed for use by customers, 
features simple selection of color 
styles and combinations. Color 
chips for customers are included 
for matching furnishings. Complete 
merchandising package is available 
to dealers to assist in establishing 
a color service headquarters. Min- 
nesota Paints, Inc., Dept. HA, 1101 
Third St. South, Minneapolis 15, 
Minn. 


ITEM 89—WINDOW, DOOR DECALS— 
For use by dealers to promote the 
DAP line of putties, glazine, caulk- 
ing and sealing compounds, wood 
and metal fillers and adhesives. 
Decals are 3-color, 5-in. diameter, 
printed on both sides. DAP, Inc., 
Dept. HA, Box 999, Dayton 1, Ohio. 


ITEM 90—RAILINGS INSTALLATION 
FOLDER—F ully illustrated, step-by- 
step folder on installing adjustable 
aluminum railings. Designed for 
use with Easyfit floor display unit 
and to supplement sales aids. Helps 





promote railings to do-it-yourself 
customer. Locke, Mfg. Co., Dept. 
HA, Lodi, Ohio. 


ITEM 91—COLOR CHART FOR FIX- 
TURES—M & D’s color styling chart 
shows 22 standard colors of vinyl 
lamination in various finishes. In- 
cludes two new colors, walnut and 
blonde vinyl, which can be used 
with M & D store fixtures. M & D 
Store Fixtures, Inc., Dept. HA, 245 
Vineland Ave., City of Industry, 
Calif. 


ITEM 92—FISHING REEL BOOKLET— 
Johnson’s illustrated 1962 reel cata- 
log includes 2 new reels, 10 new 
rods, 10 new reel and rod combina- 
tions. Also features an outline map 
of U. S. showing where Johnson 
representatives are located. Com- 
plete listing of display material, 
consumer literature and other sales 
aids are also shown. Johnson Reels, 
Inc., Dept. HA, Johnson Park, Man- 
kato, Minn. 


ITEM 93—TANK BALLS, FLOATS BRO- 
CHURE—Contains a complete line of 
tank balls and floats of different 
sizes, shapes and weights. Includes 
solderiess, heavy copper floats; 
sump pump and open tank copper 
floats; humidifier floats and tank 
balls. Reichert Float & Mfg. Co., 
Dept. HA, 2238 Smead Ave., To- 
ledo, Ohio. 


ITEM 94—QOUTDOOR EQUIPMENT CAT- 
ALOG—Rowco’s brochure No. PB/61 
has photographs, specifications and 
prices of Rowco’s outdoor mainte- 
nance equipment line. Includes 
Brushking, portable brushcutter; 
Trimkut lawn trimmer; Rollking 
power roller and riding roller; and 
Qwik-Pik litter picker. Rowco Mfg. 
Co., Dept. HA, 48 Emerald St., 
Keene, N. H. 


ITEM 96—ROTARY SNOWTHROWER 
FOLDER—This 4-page folder shows 
latest rotary snowthrowers devel- 
oped by Jari Products. Includes 
Champion 2-way and multi-purpose 
models. Jari Products, Inc., Dept. 
HA, 2980 Pillsburg Ave., Minne- 
apolis 8, Minn. 











Plastic Coated Fencing 
Continues Popularity Growth 


Lawn fencing products on dis- 
play at the recent National Hard- 
ware Show in Chicago continued 
to reflect the popularity of colorful 
plastic coating applied over galva- 
nized wire. Northwestern Steel and 
Wire Company, Sterling, Illinois, a 
pioneer in the fencing industry, 
was one of those promoting a new 
line of plastic fencing. Featured as 

Sterling “Tot and 
Lot” Fencing, the 
new product isa 
212” x 2” mesh, 
welded wire fence 
in 36” and 48” 
heights and 50-ft. 
rolls. Northwest- 
ern produces “Tot 
and Lot” in white 
and green. The 
new fence is ideal 
for use as a yard 
divider, or for 
creating a safe 
play area for 
younger children. 

“Tot and Lot” 


fencing is a companion item to 

Color-Guard, Northwestern’s plas- 

tic coated lawn and flower border, 

which was introduced last year. 

Although placed on the market 

late in the selling season, Color- 

xuard was quickly accepted by 

alert dealers and proved to be one 

of the most popular items in the 
lawn and garden field. 

Both “Tot and Lot” Fencing 

and Color-Guard were developed 

to provide 

beauty as 

well as pro- 

tection. Each 

is a welded 

wire product, 

galvanized, 

and then 

given a 

tough, dur- 

able plastic 

coating in at- 

tractive colors. Weather resistance 


and color permanence have proven 
to be excellent. Northwestern Steel 


and Wire Company, Sterling, Ill. 


Want more facts? Circle 118, p. 41 
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GULF 
ANNOUNCES 


Quick-Action GULF- 
SPRAY—Consumer ac- 
cepted bug killer that 
has been a best seller for 
years. Economical and 
Efficient... quick death 
to flies, mosquitoes and 
other flying insects. 
More Pyrethrins give 
Gulfspray BIG 
POWER. 





GULFSPRAY BOMB—Your customers know about Gulfspray 
.. . they like it. Real blitz-action that knocks insects down 
and out for good. Pleasant odor that disappears fast. Look 
for repeat sales all season with easy-to-use Gulfspray Bomb. 


GULF MOTH PROOFER—Quick, easy protection : | GULF ANT-ROACH BOMB— 
against all stages of moth life and other destructive L Drives them out—kills them 
bugs. No tell-tale moth ball odor in closets or on | fast—keeps on killing! Long- 
clothes. Housewives like effective push-button NS lasting residual spray that sells 
moth proofing ... that’s why they buy Gulf Moth ant fast. Convenient push-button 


Proofer regularly. 
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Want more facts? Circle 119, p. 41 


control of crawling bugs. 





Handy New Sprayer Built-In 





for Liquid Roach-Ant Killer 52 


(i <ai> ADVERTISING 
_£ZFUILT-\W\ 
es raver “ SELLS LOCALLY 





where you sell! 


From Maine to Texas, Gulf is hitting hard in local markets with TV, 
radio, newspaper and magazine advertising. Every week, your cus- 
tomers will hear about the effectiveness and high quality of famous 
Gulf Specialties. Again and again on television and radio spots... 
in regular newspaper ads (big color ads, too!) Gulf will be pre-selling 
customers in your market. Magazine ads will put even more big 
impact behind Gulf Specialties. Stock Gulf for “Big Sell ’62” and 
cash-in on this giant promotion in markets where you’re selling! You’ll 
sell more—make more profit—with Gulf’s “BIG SELL ’62” Program! 


GULF LIQUID ROACH-ANT KILLER — 
Fastest, most effective roach-ant killer. 
Gulf’s deadly formula leaves invisible 
deposit that keeps on killing until worn 
or washed away. Bright new can to catch 
your customers’ eye. No-leak sprayer 
built-in. Here’s the money-maker for ’62 


GULF Lighter Fluid— Highly re- 
fined to burn clean. Satisfied users 
make it excellent repeat seller. 


GULF Household Oil— Penetrates 
deep to work where needed. Fine 
household oil that sells regularly 
all year long. 








GULF OIL 
Pn RG A CORPORATION 
sealing jelly and P.O. BOX 1519 
jam glasses and HOUSTON 1, TEXAS 


for making fancy 
decorator candles. 


Want more facts? Circle 119, p. 41 
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IT WEARS IN...NOT OUT! 


205 GRAPHITE is a dry lubricant that forms a protective, 

low friction film, penetrating even the smallest cracks. It wears in, 
not out, and is impervious to heat, cold or moisture. 

205 GRAPHITE . . . the lubricant with a thousand uses . . . is 
available in case lots of 1 and 5 pound packages, 25 pound 


drums and 50 pound bags. 
Prices and further information on request. 


THE UNITED STATES GRAPHITE COMPANY 
DIVISION OF THE WICKES CORPORATION © SAGINAW 9, MICHIGAN 
Want more facts? Circle 120, p. 41 








For complete-line GARDEN TOOLS 


the name’s 


MERCHANDISE THIS NEW LEADER 
to “rake in the profits!" Ames A-26 
Deluxe Lawn Rake is the finest, 

best looking made. Consumer 


ye" 
merchandising card attached. we 
26 tempered tines fora 
gs 


BE =, 
@Z 


wider, cleaner sweep. 
Socket, retainer bar 
and coil chrome plated. 
Hard, smooth Burntcote 
handle. 


O. AMES CO. 


Parkersbura, W. Va 


All shipments from one 
place, at one time 


ee 
DELUXE HEDGE SHEAR 


Want more facts? Circle 121, p. 41 
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HARDWARE AGE 


DQ) Your Chub 


DAVID J. GEMMELL, 
director of sales for Hodell 
Chain Co., Cleveland, Ohio, 
will retire on Dec. 31, after 
serving the hardware in- 
dustry for 52 years. Mr. 
Gemmell spent the last 42 
years in the chain indus- 
try. He graduated from 
Northwestern University 
in 1907 and entered the 
hardware field in 1909. He 
later worked for the 
Beaver Board Co., and then 
entered the service during World War I. In 1919 
Mr. Gemmell joined U. S. Chain & Forging Co., 
now The McKay Co. and in 1930 became associated 
with the former Cleveland Chain & Mfg. Co., 
where he became director of sales in 1935. In 
1951 Mr. Gemmell resigned from Cleveland Chain 
and joined Hodell Chain Co., where he now holds 
the position of director of sales. Mr. Gemmell is 
a member of the American Hardware Manufac- 
turers Assn., Hardware Golf Assn., Eastern Hard- 
ware Golf Assn., Texas Hardware & Boosters 
Club, Central States Hardware Club, and the 
Automotive Boosters Club. He is also a member of 
the Sales Executive Club of Cleveland and the 
City Club of Cleveland. Mr. Gemmell and his 
wife Clara plan to spend their retirement years 
traveling throughout the United States. 


EMMET BURKE, gen- 
eral sales manager of 
Baker & Hamilton, 112- 
year-old San _ Francisco 
wholesaler, retired on Oct. 
1 after completing 55 
years of service to the 
hardware industry. Mr. 
Burke began his career 
with the Pacific Hardware 
& Steel Co., San Francisco. 
He later became a sales- 
man covering various ter- 
ritories including Baker- 
field, Fresno, and Palo Alto. In 1918 when Pa- 
cific merged with Baker & Hamilton, Mr. Burke 
continued with the new firm. In 1934 he was pro- 
moted to manager of the tool department where 
he established a rece 1 s a top man in his field. 
In 1948 Mr. Burke ie general sales manager 
of the firm, the he held until his retire- 
ment. Mr. Buri« w~ =a member of the Fresno 
Rotary Club, and i. currently a member of the 
San Francisco Commonwealth Club. 





= oe 
Cte. OUTSELL 


ALL COMPETITIVE BRANDS COMBINED 


; : D) 
Most profitable, fastest selling ieee . 
unconditionally guaranteed line of - J 
: ircie-sin PLUG 
. “ | CUTTERS 
NORFOLK pilot drills | DEPTH STOPS 
| piLoT HOLE LOCATOR See counter- 
_ sinks... 


counter- 
bores... 





pilot hole 


locators 


and plug 
cutters 





Center-sink Pilot Hole Locators automati- > Circle-sink Pilot Drills perfectly prepare 
cally center and drill screw pilot holes for wood for flush, recessed and angle-driven 
hardware in one operation. screws without surface damage. 


YOU PROFIT witnu THESE COLORFUL 
nearness SELF SERVICE MERCHANDISERS 


o0o0o0o0o0o0o0go0qo0o0o 0 00 00 00 00 0000 


Sold exclusively 
through 
hardware wholesalers: 


ASK YOUR WHOLESALER’S SALESMAN 
MADE IN U.S.A. 


ee eer © 000 NORFOLK PRODUCTS ococo 
Beautifully packaged sets of Circle-sink tools in CORPORATION 
handsome mahogany cases make ideal Christmas 


gifts. YOUR PROFIT—40%. NORFOLK, CONN. 


Want more facts? Circle 122, p. 41 
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DISCOUNTING 


what is being said by and 
about discount houses.... 


| These excerpts from various sources are presented to give you background on 
' the currents sweeping this field. Original sources are given in case you want to 





™ High-impact 
a Dow Styron 480 re- 
sists chipping, peeling, cracking and dent- 
ing. All models have leaping-fish custom 
design plastic handle and non-corrosive 
brass hardware. One-, two- and three- 
tray models have sturdy, full-size, plastic 
trays. Patented nylon safety catch auto- 
matically prevents accidental spilling o: 
contents; watertight edge construction 
fully protects tackle inside the box. 


RETAINING WELLS IN LIDS 
4 OF Ail OLD PAL BOXES 


perfect for laying flies, hooks, 
etc. while changing lures. 





@ 19” STEEL TACKLE BOXES 


A man-size box for a man-size job. Two- 
and three-tray models with adjustable 
compartment dividers. 24-gauge steel, 
phosphate coated to prevent rust: baked 
enamel finish provides attractive appear- 
ance. Rounded corners and fully returned 
edges assure maximum safety. All trays 
full-size. Leaping-fish custom handle: 
nickel-plated hardware: full-opening lid. 


In steel, aluminum, or the new plastic— 
Old Pal tackle boxes create sales! 


Your wholesaler has the new Old Pal 
catalog of fishing equipment. Get it soon 
—there’s profit for you on every page! 


OLD PAL, INC. 


Subsidiary of Animal Trap Company of America 


Lititz, Pa. ¢ Pascagoula, Miss. ¢ Fenton, Mich. 
Nicgoroa Falls, Ont 











_ refer to the complete discussion. 


“It never was quite possible to discover what really 
is and is not a discount outlet. Every major retailer 
started as a discount type of operation.”—-E. B. Weiss 
—Advertising Age—12/5/60 


“There is a tendency for both retailers and wholesalers to 
operate in a crisis fashion instead of soberly evaluating all the 
evidence and taking a good look before they leap. . | 

“The price factor in current American economy is not as im- 
portant as some quarters would indicate. . . . Supermarkets are 
no threat to general merchandise lines. 

‘Discounters are moving close to shopping centers and Sears 
and Penney stores in an effort to be nearby traffic potential.”’ 
—A. W. Zelomek—Home Furnishings Daily—8/29/61 


Sales volume in the discount industry for 1960 in 
1985 stores totaled $2.9 billion. By this year’s end it 
should reach $4.1 billion in 2400 stores. Discount stores 
report an average annual volume of about $1.5 million 
in 30,000 sq ft.—from Discount Merchandiser—June, 
1961 

@ 


Supermarkets need a trading area of 2-3 miles. 
Discounters require an average of 10 miles. 
. As with retailers, not all manufacturers will be able 
to survive this new demanding age. . . . Printer’s Ink—8/18/61 


. . The discounter is moving upward to the image 

he cherished, while the conventional retailers are mov- 
ing downward to meet the discounter at a common 
level. 
; Discount stores appeal to the middle and low- 
er middle groups and you can’t get the better trade into 
them if better type stores exist.—Panelists—-Modern 
Retailer—August, 1961 


. After a while price won’t be enough to make a successful 
discounter because everyone will have price. You will need suc- 
cessful promotion. One week after we opened, every other dealer 
in the city used the word “‘discount”’ in their advertising.—Pan- 
elist, Electrical Merchandising Week—9/4/61 


. At King’s we sell accepted products. We be- 
lieve our kind of store cannot present the public, for 
the first time, a new flcor polish or a new hem length or 
a new color. We must wait until these are generally ac- 
cepted by the public,—Discount Merchandiser—June, 


1961 
° 


Discounters should seek out the exact replica of the 
brand name from the manufacturer WITHOUT (their capitals) the 
brand label.—Panelist, Modern Retailer—August, 1961 


Want more facts? Circle 123, p. 41 
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CLEANING 
SUPPLIES 


HOUSEHOLD BRUSHES 


- 
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No Sale 


Last week, this Oxco #12 Merchandiser was selling brushes 


like it was bucking for the manager's job. This week, it isn’t 
earning its keep. Someone forgot to re-order stock. 


like this, 
somehow. But at these prices, you can’t build in an automatic 


When we see a situation we feel we've failed 
reloading feature. We have, however, (with a big assist from 
the NRHA) built a powerful, working, selling unit and stocked 
it with the top items in America’s top brush line. Keep it 


stocked and you'll have a free, full-time clerk working for you. 


Who's to blame for the empty merchandiser? Next time your 
Oxco Jobber comes in, give him what-for for not reminding 
you to check stock. And give him an order. 


lf you're really looking for problems, you might try the 
Oxco #25 Merchandiser. Over twice as many hooks to fill, 
twice as many brushes. Of course, there’s twice the profit. 


THE LINE THAT 
MOVES 


OX FIBRE BRUSH COMPANY, INC. 
spaeoceicxn LelabGshed /S8F¢$ manti ano 


Want more facts? Circle 124, p. 41 
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Woop 
SCRAPERS 


‘ Be oe 


FLETCHER 
—— 


“10-second 
blade change” 


With any FLETCHER Wood Scraper you can 
now make a complete blade change in 10 sec- 
onds. This is an important feature to pass 
along to your customers. They will appreciate 
this convenience. FLETCHER Wood Scrapers on 
colorful display cards and FREE merchandisers 
help move your stock quickly. 


atl 
4 
~ 


WALL SCRAPERS 


PUTTY KNIVES 


FLETCHER now offers wide selections in 
Putty Knives and Wall Scrapers. Your customers, 
whether tradesmen or novices will find just the 
tool they are looking for in the FLETCHER line. 
Colorful display cards and FREE merchandisers 
are now available. 


GLASS CUTTERS 


Only FLETCHER makes a Ball Bearing glass 
cutter. It is the latest innovation in this line of 
tools. The well known green handle glass cutter 
continues to be the popular cutter whether it 
has a Bail Bearing axle or pin axle. Our new 
attractive Glass Cutter Merchandiser will bring 
you many extra profitable sales. 


. . all the above and many other tools are made by 


REG U.S PAT. OFF. 


THE FLETCHER-TERRY CO., BRISTOL, CONN. 
CANADA: 217 KING ST. E, TORONTO © — EXPORT: 111 WALL ST.,N. Y. C. 


Want more facts? Circle 125, p. 41 
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Roll-your-own discount 
sale lures “‘gamblers”’ 


An Iowa dealer converted $2 
worth of dice into his most success- 
ful sales gimmick in years. 

Two pairs of dice were bought, 
one for each of the store’s checkout 
stands. Signs in the store, and 
mention in the store’s handbill, ad- 
vertised: “Monte Carlo Day. Pick 
your own cash discount by rolling 
the dice!” 

Here’s how the idea worked dur- 
ing the three-day sale. Each cus- 
tomer made his purchases as al- 
ways, and took them to the register 
for checkout. Before the sale was 
rung, the cashier proferred the cus- 
tomer the dice to roll. 

Whatever numbers came up in 
the roll were equal to the percent- 
age of discount of the total sale. 
The minimum, of course, was two. 
The maximum: 12 percent. The 
average throughout was about 
seven percent. 

Business during the three days 
was nearly double the same period 
of the year before, thus the dis- 
count was amply recouped. And 
customers waited eagerly in line 
for their chance to “gamble.” 

Some customers made _ several 
separate purchases instead of one 
large one. It wasn’t so much that 
they felt this would increase the 
odds on savings, they simply en- 
joyed the novelty of the thing 
enough to want to do it as many 
times as often. 

The sale will be repeated. 





HARDWARE HUMOR 


"That's if you buy it lady!” 
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SPECIALS as |e 





Genvine “rriitec assormone WACO presents the outstanding tool buy of the sixties 
—.—— —in a variety of assortments that sell on sight! 


48 of the fastest selling Values te $1.26 each— 
Phillips numbers in- etait Here’s a sure-fire, irresistible combination to boost tool sales in a hurry! 
cluding No. 0, No. 1, at C eacnt 

0. 2 point sizes. 


Genuine quality Vaco assortments of best sellers packaged in space saving, 
rugged, eye-catching, convenient display cartons—at special value prices! 


No. DA-1 19 > a . 
ee LY eee Your customers won't pass up buys like these . . . and you still make a full 40% 
mark-up... even at these special prices! 
48 Drivers, Phillips Assortment — Only $19.90 Net 
24 Drivers, Reversibie Assortment — Only $17.50 Net 


Order several display assortments now while this limited offer is in effect! 


ART AIO oy 


6 each of four most Values to $1.94 each— 


populartype VACO pets 
reversibles—total of 24 "gt each! VACO PRODUCTS COMPANY 
ivers. . 
317 East Ontario Street, Chicago 11, Ill. 
in Canada: Vaco-Lynn Products, Ltd. and Atlas Radio Corp. 


America’s Leading Manufacturer of 
Plastic Handle Screw Drivers 


Want more facts? Circle 126, p. 41 








HERE'S THE SAW se 
YOU CAN SELL ianallngdi 


FoR MORE Joss 46s | “EW qe 

| better es 

TAR ANY OTHER || ce casemne cure 
NK! N 

POWER HAND ow Show ‘EM oud you Sell ‘EM! 


Put Hoppe’s Outfits Right On Your Counter 
Millions of hunters and gun fanciers have proved Hoppe’s Gun 
Se. Cleaning Outfits best! Hoppe’s Outfits contain everything needed 

5 a to keep guns in A-1 condition — famous Hoppe’s No. 9 Solvent, 

Oo Oil, patches, wipers, nylon bristle brush, cleaning rod, instruc- 

Dd r~y 1s aM mail tions. All in a beautiful redwood chest (De Luxe: $3.75 retail) 
ysl . = or in a sturdy green enameled stee! carrier (Utility: $3 retail). 
, Sells on a sem the year ‘round. Perfect for gifts. 
Display them for fast turnover. 








vy DPPE'S UTILITY 


ASK YOUR 


With 16” blade -_— Se sS = JOBBER FOR 
i ; ‘4 , HOPPE’S 


With 8” blade ~~ 


‘FRANK A. HOPPE, INC. 
‘de a es 2314A N. STH STREET « PHILADELPHIA, PA. 


WHeLUSAW 400 








ELECTRIC HAND SAW 





Saw buyers buy usefulness. And the Wellsaw 400 
offers more usefulness than any other power hand H A N (5 E S 
saw. Just check the following list of “extra” jobs for 


which you can sell the Wellsaw 400: New products and new trade names are constantly 


being added to the listings for the next Directory 
Cut flush with support Number of HARDWARE AGE «° Therefore, if you do 
Cut big beams not find in the current issue of the Directory oa 

ber the product you are interested in, write to the 
eee — ene “Who Makes It” Editor. He'll be glad to serve you. 
Cutting openings in walls 


Tree pruning and trimming HARDWARE AGE 


Dehorning cattle 
Home butchering 


Any job that can be done with an 
ordinary handsaw or power hand 


ore jj “CLEAN” PENCIL 


ee Lubricates Anything That Moves € 
You can profit from the sales building extra useful- o Wee Ret Steak & Coe On 


ness of the Wellsaw 400. The unique design catches LOCKS - LATCHES - WRENCHES “PUFFS” 
the eye and the imagination — makes people want | ZIPPERS - DRAWERS - LATHES - ETC. ENCUGH 


to try it. Once they learn what the Wellsaw 400 can =3| 
do, you have a good prospect. 7 D RY. LU 3 E 


Write for full information or ask your wholesaler Won't Soil Hands or Clothes 


or distributor to place an order for you. ‘ The Modern Clean Powder Lubricant! 
Lubricates Everything! 
Reaches inaccessible Piaces! 


1 SPECIALISTS SINCE 192560 Factory Reps wanted for Choice Territories 


Zi Mell REARDON PRODUCTS 
WELLS MANUFACTURING CORPORATION 


503 Fourth Avenue « Three Rivers, Michigan 307 CASS ST. PEORIA, ILL. 
Want more facts? Circle 127, p. 41 Want more facts? Circle 129, p. 41 
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PROFIT TIPS 
FROM 





“BAIT OF CHAMPIONS” 





NEW, heavily advertised 
Arbogast Lures 
mean more volume, 
higher profits for you in ’62 


HULA POPPER® 


NEW! Now in %. oz. for ultra-light fish- 
ermen. Has all the fish catching charac- 
teristics of its famous big brother. Its 
noise and action make it a terrific surface 
hooker. 8 colors; packed 12 to the display 
card. Retail $1.15. 


LIL’ BASS® 


NEW! Actual reproduction of a fingerling 
bass. Soft vinyl body and metal head 
plate give the Lil’ Bass a life-like swim- 
ming action, take it down deep where 
the big ones are. *% oz; 4 colors; packed 
12 to the display box. Retail $1.25. 


TROLLIN’ WORM AG quem 
JIGGIN’ WORM «egy 


SPINNIN’ WORM 


Arbogast has em — a complete assort- 
ment in all sizes and colors. Also pack- 
aged night crawlers. Made from special 
soft formula with permanent impreg- 
nated odor. Blister packed. Weedless 
available. Retail .56 to $1.10. 


etgfe FieldcStream 


ES y (nar 
\WQUSs Gam . ae 


<i, 


Powerful national consumer advertising 
campaign in leading outdoor magazines 
makes Arbogast America’s top line of 
advertised baits. Stimulates sales, pre- 
sells Arbogast, helps build your profits. 


SEE YOUR JOBBER TODAY! 


Write for free color catalog. 


FRED ARBOGAST COMPANY, INC. 


354 West North Street, Akron 3, Ohio 
Want more facts? Circle 130, p. 41 








This sign is store's focal point. 


Offer cash savings 
instead of stamps 


If there’s one thing a customer 
likes better than trading stamps 
when he shops, it’s money, a Gar- 
den Grove, Calif., dealer has 
learned. 

Sam Weiss, co-owner of Center 
Hardware in Garden Grove, de- 
cided to take the bull by the horns 
on the question of trading stamps. 
With the wide variety of stamp 
plans available and confusion reign- 
ing among customers, the Califor- 
nia dealer decided to “let them 
know right away what they were 
getting in place of stamps at Cen- 
ter Hardware.” 

A large sign over the checkout 
counter proclaims in bold letters: 

“AT CENTER HARDWARE 
YOU SAVE MON EY—NOT 
STAMPS.” 

Most customers are aware that 
trading stamps aren’t really given 
away free, Mr. Weiss believes. 

“By promoting money savings, 
not stamp savings, we’ve found a 
better approach to merchandising,” 
says Mr. Weiss. “And, on the aver- 
age, it makes a lot more sense to 
our customers.”’ 


**Key”’ to traffic volume: 
Key Shop in the window 


If traffic is your problem, pos- 
sibly this Denver, Col., dealer’s 
solution may help solve it for you. 

Walter Gain, one of three 
brothers, each operating a hard- 
ware store, used a simple move, 
placing the Key Shop in the front 
window instead of back inside the 
store to increase traffic. 

“For some reason,” says Mr. 
Gain, “people prefer to patronize a 
store that’s full of activity. So, 








NOW 'I!...a complete 
“self-service” Butt 
department that 
returns a big... 


BIG PROFIT 


with no sales effort! 


- =e 
| Solid BRASS BUTT HINGES: 
Se wn BRASS INCE PINS B SCREWS | es 








— ~ Aine 





F R E E ! New, attractive two-color 
pegboard display No. 8400 XC (153%4” 
Xx 23%") with complete assortment. 


3 RAINERD 


] Pair ‘att ue 


_ Solid BRASS BUTT HINGES 


&% 
id 
ARASS 
HINGE 
PINS 
AND 


SCREWS 


1%" BROAD 

New 8400 XC Blister Pak 
Display Sells Solid 
Brass Butts Like Crazy! 


. Steps up impulse sales .. . increases turn- 


over 3 to 5 times. 

. Acomplete “in-view” Butt department... 
featuring 15 fastest selling sizes. 

. Self-service feature eliminates costly ‘‘sell- 
ing expense.” 

. No screw-stocking problem .. . the exact 
size and quantity of screws in every card. 

. Visual stock control reduces inventory re- 
quirements to a minimum. 

. Blister Pak protection provides perpetual 
new look. 

. No obsolescence . . . no dead stock. Guar- 
anteed turnover, or stock replacement. 
.Conserves valuable counter and shelf 

space. 


. Your jobber maintains stock for prompt 
fill-in service. 


Ask Your Jobber about BRAINERD’S 
Special 8400 XC Introductory Offer. 


BRAINERD MFG. CO. 
EAST ROCHESTER, N. Y. 
CET mel leek ce, 


Want more facts? Circle 131, p. 41 
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T = | we've relocated the Key Shop from 
a former spot at the rear of the 
store to the main window. Here 

COS c Ss every pedestrian or motorist pass- 
ing by gets a good view of the busy 

Key Shop in operation.” 

Two major advantages have re- 
| sulted: First the volume in key 
| sales has jumped from about 10 a 
| day in the old location to an aver- 


AN D GUARANTE " Dp BETTE R age of 30 a day in the window spot. 


Second, nearly every other depart- 
ment in the store has enjoyed sales 

. . . because they’re precision made, hardened and tempered 

throughout, under rigid atmospheric and electronic control. 


increases through the heavier traf- 
Upland engineered-automation entirely offsets low Japanese Key Shop. 


fic engendered by relocating the 
and European starvation wages. 


... assures you lowest price plus highest uniform quality, and 


full employment for American workers. 
Say ““NO” to imports and “YES” to “UPLAND”. 


Make Upland your headquarters for pliers, hex keys and 
wrench sets. Call your jobber today. 


New improved 6,” slip joint 
plier. Available also in 8” and 
10” in all grades and finishes. 
Lists from $.45 to $1.00. 
Complete line of hex keys and 
hex key sets from 7 pcs. to 18 
pes., packaged in plastic and 
pilfer-proof pouches. Lists 
from $.19 to $1.39. 
Four and five piece open end 
wrench sets; clip and skin 
packaged. Can retail as low 
as $.99. 
NEW! Metric hex key sets for 
foreign cars and machinery. 
Lists from $.75 to $3.50. Open 
stock available. 

WRITE FOR NEW CATALOG #11 





HAE-uI 1260 UPLAND INDUSTRIES, INC., UPLAND (Suburb of Chester) PA. 


Want more facts? 
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Circle 132, p. 41 





At Gain Hardware, the Key Shop 
in the window is separated from 
the rest of the store by a heavy 
steel grating. The interior, painted 
light green, includes a huge key- 
blank board on the left wall where 
some 300 varieties of key-blanks 
are racked, a display clearly visible 
from the street. 

Both an electric key-making ma- 
chine and a hand-operated one, as 
well as a vise for filing in teeth of 
specialty keys, are mounted along 
a bench at the wall under the key- 
blanks. Neat cabinets and a display 
board for finished keys with tags 
for owners’ names line the opposite 
wall. 


L otto 





from Hardware Age Readers 


(Continued from page 33) 
idea should be left in the hands of 
locksmiths who are better qualified 
to handle this problem without ex- 
posing the dealer and his customers 
to the obvious faults of this plan. 
These obvious faults are: 

(1) Sign in window would at- 
tract burglars to source of many 
keys in one place for easy pickings. 

(2) Stolen metal storage box 
would leave dealer at a loss as to 
who to notify. 

(3) Any losses on customers’ 
premises without sign of forcible 
entry would leave anyone having 
access to storage box open to sus- 
picion. 

Yours truly, 
Alvin S. Levine, 
President 
A & B Lock Corp. 
24-21 Jackson Ave. 
Long Island City 1, N. Y. 





ALCOA 
TURNS 
CUSTOMERS INTO 
CASH WITH 
11 TESTED SMALL APPLIANCE PROMOTIONS! 


Here’s what Alcoa gives you: 
Eleven tested and proven ideas 
that sell your stock! Traffic-build- 
ing “saturation” radio spots in 
key market areas! Two full-color 
pages in the magazine your best 
prospects read! Buy-appeal com- 
mercials on Alcoa’s network TV 
show, “Alcoa Premiere’! Hang 
tags and counter tent cards to es- 
tablish you as “headquarters” for 


small electric appliances and in- 
formation! 
SEND TODAY 
FOR YOUR FREE 

PORTFOLIO of Alcoa’s Market- 
Maker promotion materials. 
Write, wire or phone... or simply 
clip the handy coupon at right! 


Aluminum Company of America 
1627-Y Alcoa Building 
Pittsburgh 19, Pa. 


Please send me a 1961 Alcoa Market- 
Maker Planning Guide . . . to help me 
sell more small electric appliances 
than ever before! 

Store Name__ 
Address 
City mit 
Ordered by 

















V aALcoa ALUMINUM 





ALUMINUM COMPANY OF AMERICA 


Entertainment at Its Best... ALCOA PREMIERE with Fred Astaire as Host... Tuesday Evenings, ABC-TV 


Want more facts? Circle 133, p. 41 
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The Crabgrass 


Dring em 


... fave this 
symbol... 











CONTAINS 


DACTHAL® 





si . LIFE, a THE SATURDAY EVENING 

~ have this nationa Me OST, BETTER Homes « GARDENS, 

eee "f | a| n dvertisin SUBURBIA. ‘Plus Sunday editions 

an 0C of daily Newspapers that reach the 
back of them... 


greatest number, of Customers 









| killers that 


| back with 
COMPLAINTS 


...nave these features you can talk 
about...and be 100% truthful 


DACTHAL is the sure-to-kill ingredient in the DAcTHAL herbicide is safe—doesn’t poison pets — 
g best brands of crabgrass killers. s doesn’t sterilize the soil— doesn’t harm the hands. 


Dac L kills b ds in th l , “se ; 
ye en $s ee btn DACTHAL will be widely publicized and advertised 
= Spring as they sprout. 


gs before the season starts. Crabgrass killers contain- 

DACTHAL is the crabgrass-killer ingredient ing it and showing the emblem on the package will 

3 s Proved 95 to 100% effective on the first applica- be the best sellers. Stock the right kind. Don’t 

tion. (Certified by university and government get stuck with the wrong kind. When you order, 
experiments stations from coast to coast.) ask, “‘Does it contain DACTHAL?”’ 


What your customers will be asking is, ‘‘Does this 
crabgrass killer contain DACTHAL?”’ 


CONTAINS 


DACTHAL @) viamona chemicals 


Diamond Alkali Company, Cleveland 14, Ohio 


DACTHAL is a registered trademark of Diamond Alkali Co. 
Want more facts? Circle 134, p. 41 
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Take a Look at the 
“Hottest” Plastic 
Tackle Box Line for 


The PLAYBOY line offers distinctive, original 
Styling, fashioned in tough, super Hi-impact 
Polystyrene, plus solid brass hardware for life- 
time durability, all-time practicability. Proven 
Saleability to both fresh and salt-water fisher- 
men. Here's why.... 

@ Lightweight ... roomy . . . kind to lures. 


@ Practically indestructible . . . will not dent, 
shatter, peel or crack in extreme temper- 
atures. 


@ Rust and corrosion proof. 


e Choice of 4 models in 14” and 16” lengths, 
with single, double or triple trays. 


@ Popularly priced to sell. 
P.S. Don't forget that you can get a full 


line of both Plastic and Steel Boxes 
from one source . . . UNION! 


JOBBERS! DEALERS! 
Write for new Tackle Box 
Catalog and Price List. 


STEEL CHEST CORP 


Went more facts? Circle 135, p. 41 
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Convention Calendar 





conventions 


shows 


conferences 








21-22 


21-23 
21-23 
21-23 


21-23 
22-23 





January 
7-9 Fetterman 


7-9 
14 


14-16 


14-16 


15-19 


23-24 


23-25 
26-28 
27-28 


28-30 Texas 


28-30 Wisco Hardware Co., 


4-5 Tennessee Retail! 


Convention Check List 


For complete details about the conventions and shows listed below, see the 





alphabetical listing starting on p. 164, Nov. 2 issue. The next 
complete listing will be in Dec. 14 issue. 


December 
3-7 National Assn. of Homebuilders 


18th Annual Convention-Exposi- 
tion, Chicago. 


1962 


Hardware Co. An- 
nual Spring & Garden Show, 
Washington, D. C. 

Weed & Co., Annual Dealer 
Trade Show, Buffalo, N. Y. 
Budrow & Co., Annual Dealer 
Show, Los Angeles, Calif. 
Pennsylvania & Atlantic 
board Hardware Assn.., 
delphia. 

Wisconsin Retai| 
Assn., Stevens Point. 
National Housewares 
Chicago. 

Louisiana - Mississippi Retail 
Hardwore Assn., Baton Rouge, 
La. 

Ace Hardware Corp., Annual 
Convention & Exhibit, Chicago. 
Albany Hardware & Iron Co.., 
Dealer Show, Albany, N. Y. 
Hibbard, Spencer, Bartlett & 
Co., Annual convention of True 
Value, Auburn, Associated and 
Buhl Sons Co. Dealers, Evans- 
ton, Ill. 

Pacific Northwest Hardware & 
Implement Assn., Portland, Ore. 
South Dakota Retail Hardware 
Assn., Sioux Falls. 

Van Camp Hardware & Iron 
Co., Spring & Summer Merchan- 
dise Show, Indianapolis. 
Mountain States Hardware & 
Implement Assn., Denver, Colo. 
Oklahoma Hardware & Imple- 
ment Assn., Oklahoma City. 
Southwest Hardware & House- 
wares Show of Pacific Southwest 
Hordware Assn., Phoenix, Ariz. 


Sea- 
Phila- 


Hardwore 


Exhibit, 


28 S. Federbush Co., Annual Spring 


Merchandise Fair, Lodi, N. J. 


28-30 Indiana Retail Hardware Assn., 


Indianapolis. 


28-30 Intermountain Assn., Idaho Falls, 


Idaho. 
Hardwore & 
Assn., Dallas. 


Implement 


Annual 
Merchandising School & Sales 
Show, Madison, Wis. 


February 
4-5 Nebrasko 


Retail 
Assn., Lincoln. 


Hardwore 


Hardware 
Assn., Nashville. 


4-6 Virginia Retail Hardware Assn., 


Norfolk. 


4.7 Ohio Hardware Assn., Conven- 


tion & Mid-America Hardware 
Show, Cleveland. 


4-7 


5-8 


11-14 
11-14 


13-15 


18-19 


18-19 
18-20 
18-20 
18-20 
18-20 


18-20 


20-22 


20-22 


Supplee-Biddle-Steltz Co., Mer- 
chandise Fair, Philadelphia. 
Canadian Hardware Show of 
Canadian Retai| Hardware 
Assn., Toronto, Canada. 
Connecticut Wardware 
Bridgeport. 
Arkansas Retai| 
Assn., Little Rock. 
Tri-State Hardware & 
ment Assn., Amarillo, Texas. 
Kentucky Retai! Hardware 
Assn. Convention, Louisville. 
Western States Hardware 
Housewares, Paint & Garden 
Supply Show of California Re- 
tail Hardware Assn., San Fran- 
cisco. 

lowa Retail 
Des Moines. 
Our Own Hardware Co., Spring 
Convention, Minneapolis. 

C. Y. Schelly & Bro., Inc., Spring 
Merchandise Show, Allentown, 
Pao. 

Billings Hardware Co., Sport- 
ing Goods, Lawn and Garden 
Show, Billings, Mont. 

Lee Hardware Co. Spring Mar- 
ket, Shreveport, La. 

Illinois Retail Hardwore Assn., 
Peoria. 

Michigan Retai! 
Assn., Lansing. 
New York State Retail 
ware Assn., Rochester. 
West Virginia Hoardwore Assn., 
Parkersbura. 
Western Retail 
Hardware Assn. 
Mo. 

Albany Hardware Co., Annual 
Trade Show, Albany, Ga. 
Hardwore Assn. of the Caro- 
linas Hardwore & Housewares 
Show & Convention, Charlotte, 
ee od 

Alabama Retail 
Assn., Montgomery. 
New England Hardware Deal- 
ers Assn. Convention & Hard- 
ware & Housewares Show, Bos- 
ton, Mass. 

West Coast Hardware & House- 
wares Show of Pacific Southwest 
Hardware Assn., Los Angeles, 
Calif. 

American Hardware Supply 
Co., Annual Stockholders’ Meet- 
ing & Merchandise Fair, New 
Castle, Pa. 


Assn., 
Hardware 


imple- 


Hardware Assn., 


Hardware 


Hard- 


Implement & 
Kansas City, 


Hardware 


International Toy & Trade Fair, 
New York. 

Georgia - Florida Hardware 
Assn. Convention & Spring 
Trade Show, Jacksonville, Fla. 














when you use this ““MIGVING”’ 


PRAFSTOF: 


weatherproofing products 
are cleverly presented in 
this colorful, animated dis- 
play. The vari-vue picture 
shows automatic Door 
Bottom* in action as you 
walk past. 

Easeled, measuring 
9”x12”, this is a traffic- 
stopper for window or 
counter! 


Contact your 
HARDWARE WHOLESALER 
FOR NEW SALES AIDS... 
including: 
ANIMATED DISPLAY 
Colorful 
CONSUMER BOOKLETS 
NEWSPAPER AD MATS 


600 NORTH BALDWIN PARK BOULEVARD e CITY OF INDUSTRY e CALIFORNIA 


Aeep weatner out 
cornfort in 

the year ‘round 
insulate your doors 
against winter coid 


turnmer heat. dust 





wind. inmasects, with 


oe) ~ 7+ y ¥ <oF- 
WEATHERSTRIPPING 
and DOOR BOTTOM 


pies cco Si 
. . aoe sent Bice 
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DrafStop Insulated Door Stop 
combines weather stripping 
and door stop in one easy- 
to-install unit, coped for 
perfect fit. 


ITEM NO. D-400 DRAFSTOP® 
INSULATED DOOR STOP 
Two 7’, one 3’ lengths. 


Suggested Resale. . . $3.90 





your 
customers will 





A boon for builders .. . new 





STOP 








iy ai 





x % NSS 
poe Se re 


Drafstop® fully automatic Door 
Bottom with spring action open- 
ing .. . nylon stop-roller for tight 
threshold closing. Anodized alum- 
inum, tough, pliable vinyl guard. 
New “see-through,” self-service 
poly-bag packaging builds im- 
pulse sales. 


ITEM NO. D-200 3’ DRAFSTOP® 
DOOR BOTTOM® with hardware. 


Suggested Resale... $3.59 


*U.S. PATENT NO. 2855638 





ad 
a SR AAR 


coe 


MO nme = 


bs tet sai 


DrafStop® Weatherstripping in new 
easy-carry 3'2’ lengths creates more 
weatherproofing business for you. 
Light enough for a woman to carry... 
fits easily in even a compact car! 


ITEM NO. D-101 DRAFSTOP® 
WEATHERSTRIPPING 
Five 31’ lengths, brads & instructions 
Suggested Resale... $1.89 per unit. 


Also available in ITEM NO. D-100 
standard two 7’, one 3’ lengths. 
Suggested Resale... $1.89 per unit. 


THE ROBE: Ft 'T'S co. pert. 28 a 


Precision engineered products for customer satisfaction and profitable sales 
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Hows the Hardware Business? 





Post-recession growth leveling off, 
but uptrend called likely thru 1962 


In brief: Now that the recovery pace has leveled 





somewhat and "boom" talk has been tempered, economists 








are calling their shots more cautiously. It is conceded 
that strength still exists, and that a steady uptrend-- 








but no boom=-=-through 1962 is likely. Reasons: Con- 
Sumers still show confidence, income continues to set 
records, industrial activity is good, residential 

















building is swinging upward, and prices remain fairly 


Stable. 


The rapid recovery pattern that 
dominated the spring and early 
summer months slowed down in 
late summer and continued slower 
into fall. Economists feel this is no 
basis for alarm, and that there are 
good indications that growth will 
continue, perhaps at a slower rate 
than formerly anticipated. 

September retail sales total man- 
aged to keep above a year ago after 
a seasonal decline from August. 





Maintenance of a level higher than 
a year ago was attributed to non- 
durable goods sales and increased 
spending for services. Durable 
goods sales dipped about 1 percent 
lower than a year ago. 

Confidence still exists. Consumer 
credit purchases indicate that con- 
fidence in the economy has not been 
seriously weakened. Credit buying, 
a key indicator of big-ticket pur- 
chases, shows advance in August, 


> Key business indicators at a glance 


These key business indicators give a quick picture of general busi- 
ness trends. This information is the latest avatlable. Reference num- 
bers in parentheses after each item tell which is the “latest month.” 
For example: (1) = October; (2) = September; (3) = August. 


® Retail Trade 


Hardware store sales (2) 
Department store sales (2) 
All retail store sales (2) 
Factory car sales (3) 


® Wholesale Trade 


Hardware wholesale sales (3) 
All wholesale sales (2) 


® Industrial Supplies 
New Order Index (2) 


® General Barometers 


LATEST MONTH YEAR 
MONTH AGO AGO 


($ million) 207 219 227 
($ million) 
($ million) 
.... (thousands of units) 
Consumer prices, all items (2). .(1947-49—100) 


1,206 
18,166 
172.8 
128.3 


1,175 
18,211 
407.3 
128.0 


1,124 
17,844 
324.0 
126.8 


($ million) 220 188 211 
($ billion) 11.8 12.4 11.7 
Wholesale prices, all items (2). .(1947-49—100) 


118.8 118.9 119.2 


(1948=—100) 207 201 190 


Total personal income (2) 
Wages and salaries (2) ($ billion) 
Farm income total (2) ($ billion) 
Industrial prod’n (2)..(FRB index-1957—100) 
New construction put in place (1)..($ million) 
Residential construction (1) ($ million) 
Consumer credit outstanding (3) ...($ million) 
Electric power output (3) ....(million kw-hr.) 
Business failures (1) 

Steel output, index (1) (1957-59 = 100) 
Steel prices (1)..(composite mill base-¢ per lb) 


($ billion) 


420.2 
283.2 
12.7 
113 
5,286 
2,061 


54,889 
78,965 


1,285 
110.4 
6.196 


419.4 


282.8 
12.8 
111 
5,445 
2,111 


54,687 
75,223 


1,604 
114.4 
6.196 


408.8 
275.0 
12.2 
108 
5,016 
1,897 


54,092 
74,613 


1,269 
82.9 
6.196 


putting outstanding debt about 
$800 million higher than a year 
ago. 

Existence of confidence is also 
shown in a recent survey of con- 
sumer buying intentions by the 
University of Michigan. It points 
out that consumers intend to pur- 
chase more autos, homes, and 
household appliances than a year 
ago, and that consumers generally 
feel that good business conditions 
will extend into next year. Further 
support is seen in consumer prices, 
which rose slightly in September, 
but are expected to remain fairly 
stable in the foreseeable future. 


Retail, industry confidence also 
up. Retailers continued to show 
their optimism through increase of 
purchases from wholesalers as they 
plan for the holiday season. 

Auto production slowed in late 
summer and rebounded in the fall, 
and expectations for increased sales 
of new models is running high. 
Production in other manufacturing 
industries was sustained, rising in 
September to about 5 percent ahead 
of a year ago. The growth pattern 
in industry is expected to continue, 
a survey by F. W. Dodge Corp., 
points out. Production index, now 
at 113 (1947-49=—100), is expected 
to reach 116 by this December and 
to rise to 122 by December 1962. 
This indicates a slower, but steady 
rise next year. 


Income is the key. One of the 
major factors behind the confidence 
exhibited by consumers, retailers 
and industry is personal income. 
Consumers have more to spend now 
than ever before, and new income 
records are being set each month. 
What’s more, consumer open-to-buy 
remains high due to quicker repay- 
ments on credit purchases. 

More for construction. Construc- 
tion industry continues to record 
gains, and is adding stimulus to ap- 
pliance and household equipment 
sales. Private residential building, 
running ahead of a year ago for the 
past six months, is expected to have 
a bright future. Reason: Post-war 
children are coming of marriage 
age, and new household formations 
could produce a new building boom, 


especially in rental units. This will 
also mean more sales of appliances, 
household furnishings. 


SOURCE OF DATA: U. 8S. Dept. of Commerce, except Industrial Supplies and Machinery 
New Order Index by American Supply & Machinery Mfrs. Assn. Business failures by 
Dun & Bradstreet, Inc. Factory car sales by Automobile Mfrs. Assn. Steel output 
index by American Iron & Stee! Institute. Steel prices by The Iron Age. 
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PERCY: ‘“‘Here’s our chance to lay away our winter’s supply.” 


ALBERT: ‘‘No need to. Bethlehem keeps large stocks 
on hand all the time.” 


‘““You mean we can get fast delivery on nuts 
and bolts .. . winter or summer?” 


ALBERT: ‘*That’s right. Just call the nearest Bethlehem 
distributor or sales office.” 


aN 
J, 
teat BETHLEHEM STEEL fem 


. Economy BETHLEHEM STEEL COMPANY, BETHLEHEM, PA. STEEL 


... Versatility Export Sales: Bethlehem Steel Export Corporation 


# 
wt iity8~0dd: 
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Town & Country 
SUBURBAN 
MAILBOX 


Southern tops them all again with 

the hottest, fastest-selling, most 

asked-for item of 1961. Nothing like ‘ 

it anywhere! \ 
This smart new mailbox marks the first | \ 
design change in 50 years. Steel body ' 
with baked-on acrylic finish ... won’t 

fade, crack or peel. Exciting colors: chrome 
blue, turquoise, chocolate, suburban pink, 
thunderbird white. Chrome plated hood and 
flag base. Mounting pole and bracket accessories. 1; 


SMART SOUTHERN EXCLUSIVES FOR SURFACE MOUNTING 


7 
rey 


FABRIC 


~ 


jramptcrv SPRINKLERS 


LIST PRICE 
ANTI-SYPHON CHECK VALVE $590 


Full water-way. No restriction, 34"' pipe 





UNION VALVE (Non-Union $2.80) 599 


Swivel seat for long life, 34°’ 





Pops up 112” above grass 





REGULAR SPRINKLER HEAD 


Fully adjustable, solid brass 





HOSE TO PIPE FITTINGS 


Various sizes available 


ir 
dj 
dp POP-UP SPRINKLER HEAD $49 
sg 
= 








HOSE Y 


ideal for Siamese connections 


OUR PRODUCTS MANUFACTURED FROM HIGH QUALITY BRASS, 
GUARANTEED AGAINST DEFECTIVE WORKMANSHIP 
PRODUCTS SOLD THROUGH YOUR LOCAL JOBBER ONLY 


CHAMPION BRASS MFG. CO. 


1460 NAUD ST. © LOS ANGELES 12, CALIF. © CApitol 1-2108 
Want more facts? Circle 139, p. 41 











SALES PROMOTION 
MANAGER 


Large internationally known company 
seeks regional Sales Promotion Manager. 
Must have 3-5 years’ direct sales experi- 
ence. Advertising, sales promotion and 
merchandising experience desired as well. 
Creative, aggressive individual with youth- 


ful drive needed. 
Salary: $12-18,000 


Address: Box 1112, c/o HARDWARE AGE 
Chestnut & 56th Sts. Philadelphia 39, Pa. 











pee] t-eeeote) | i Le 
3 DWAY + STEELEVILLE, iLL 
Want more facts? Circle 138, p. 41 
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<imonsen Sage 
: — 


A NEW 18°" x 10%2"" x 11" 
LIFT-OUT TRAY TOOL BOX 


Made of heavy gauge steel— 
seamless, deep drawn, one piece 
top and bottom—no seams——with 
heavy lift-out tray. 
SIMONSEN features include 
electro-welded piano hinges, 
Plastisol handle, spill proof side 
bolt—chemically treated against 
rust and corrosion—finished in 
charcoal Grey Kortex Enamel— 
baked in infra red ovens. 


SIMONSEN INDUSTRIES, INC. 
1414 $. Michigan Ave., Chicago 5, II. 
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Power lawn mower sales 
expected to rise 12-15% 


The market for power mower 
sales looks brighter. That’s the sig- 
nificant factor in estimates by the 
Outdoor Power Equipment Insti- 
tute. 

Sales are expected to be about 
4 million units in the coming selling 
season, the Institute estimates. This 
would be an increase of about 12 to 
15 percent over last year. 


Replacement sales are expected 
to account for about 75 percent of 
the market in the coming season, 
according to the Institute. It esti- 
mates that new convenience and 
safety features such as remote and 
easy-starting systems, safety 
blades, and grass receptacles on 
1962 models will play a key role in 
boosting replacement sales. 

Last year sales totaled 3.5 mil- 
lion units, down 8 percent from the 
preceding year, reports the Insti- 
tute. The decline ran contrary to 
industry expectations, the Insti- 
tute points out and was attributed 
to the recent recession, fewer hous- 
ing starts, and a late Spring in 
many areas. 

All of last year’s decline in unit 
volume was in the walk-behind ro- 
tary. Reel-type walking power mow- 
ers increased in volume by 8 per- 
cent, the second yearly increase in 
a row. Riding power mower volume 
held steady. 


The Institute also reports that 
rotary snow thrower sales reached 
a high the past winter, 75,000 
units. Rotary garden tillers have 
also shown rapid growth, despite 
a 5 percent setback last year. Sales 
totaled around 300,000 units. 

Riding garden tractors are be- 
coming more popular, according to 
Institute statistics. Shipments for 
1961 are estimated at about 50,000 
units, compared to 43,486 units the 
preceding year. Walking-type gar- 
den tractors have been losing 
ground, with shipments last year 
estimated at 46,610 units, compared 
to 48,258 units the preceding year. 


Business failures rise 


Commercial and industrial busi- 
ness failures rose to 344 in the 
week ended Nov. 2, compared to 304 
in the week ended Oct. 26, aceord- 
ing to Dun & Bradstreet. 
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“little things’ add much to every home 


OE SS Ss esas i lg, 


A ee ) FFRE — ~ 


on BUILDING BIG 
on “little things” 


When you drink that next “Coke’”’, re- 
fresh your thinking—about the impor- 
tance of “little things” that add up to 
BIG business! 


In your business too, it’s the little 
things that count . . . that add to 
volume sales and big PROFITS. 


YES—the nuts, the bolts, the screws 
. . . and those “little things” that 
WESSEL makes so well—so inexpen- 
sively. WESSEL sash fasteners, mirror 
holders, door stops, coat and hat hooks 
—more than SEVENTY varieties for 
a variety of every day uses. 


Little specialties; big in quality, big in 
markup, big in SALES because they’re 
attractively carded or “POLY-pak’t” 
for easy, self-service impulse buying 
right from bins or pegboards. 


Ask your jobber’s salesman to show 
you the WESSEL line—made by spe- 
cialists in specialties, and buy the 
WESSEL +8801 assortment—you get 
the salesmaking revolving display pic- 
tured FREE. 


WESSEL HARDWARE CORPORATION 
919-931 N. 5th St., Philadelphia 23, Pa. 


In Canada: Geo. S. Hall Co., 25 Grenville St., Toronte 1 
Export: Hall & Reis, iInc., 165 Broadway, New York 6 


HAE-WHC/TA6I 









































# 8801 REVOLVING 
DISPLAY STAND given 
FREE with #8801 
assortment 











“t PUT IT TOGETHER WITH 
BESTWOOD CONTACT CEMENT” 


| aT PSTN 


Your customers can make 
almost anything stay together 
with Bestwood Contact Cement. 
Grips instantly, no clamps 
needed, makes a perfect bond, 
sells like crazy. 3 ounce bottle 
- suggested retail - 59¢. 

Ask your wholesaler. 


SEND FOR LITERATURE ! : 
count O8 g REFUND 


2 Guaranteed by 
4 Good Housekeeping 














Secon 9 


ESTWOOD CORPORATION 


49 EMPIRE STREET, NEWARK NEW JERSEY 
Want more facts? Circle 143, p. 41 
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Consumer Mailers 
New Wholesalers’ Aids 
for Dealers’ Use 








True Value dealers have 
2 toy promotion mailers 


True Value dealers have a choice 
of two toy promotion mailers pre- 
pared for the holiday season by 
Hibbard, Spencer, Bartlett & Co.. 
wholesaler in Evanston, IIl. 

A 32-page toy catalog, Toy Pa- 
rade, is printed in full color, fea- 


tures specially priced items. Car- 
ries a complete line of games, 
educational hobby materials, wheel 
toys, items for boys and girls. 

An 8-page rotogravure tabloid 


o4 4 
Soe, ty 
ed 
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Se etaess } 
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circular called Fun Fair will also 
be used. It features 81 fast selling 
items at special sale prices. 
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ANTROL’S COMPLETE LINE SOLVES HUNDREDS OF GARDEN 
INSECT & WEED PROBLEMS FOR YOUR CUSTOMERS! ALL 
PRICED FOR FAST TURNOVER—FAST REPEATS—BIG PROFITS! 


Stock the complete Antrol line of professional quality garden products! It’s backed 
by the biggest, hardest-selling advertising campaign that ever pushed a customer 
into your garden department! 897 ads .. . 189 in blazing selling color, in 84 
markets .. . spearheaded by Puck, the Comic Weekly . . . Sunday Garden Sec- 
tions . . . backed by national magazines—Life, Better Homes & Gardens, Sunset, 
Popular Gardening, Flower and Garden, Flower Grower . . . strong radio and TV 
promotion! A booming national program that packs a punch — and makes sales 
where they count most — right in your own area — PLUS the most sensational 
coupon offer of the garden year — the startling Climbing Strawberry plant that 
climbs to 6 feet! 


And—just one phone call puts you in the profit picture! 


CALL YOUR ANTROL DISTRIBUTOR NOW! 
GARDEN omsin/ BOovyle-Midway 


/ 22 EAST 40th ST., NEW YORK 16, NEW YORK 
Want more facts? Circle 144, p. 41 
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Stock the one 
all purpose 
water seal 














Proved by home owners 
— contractors 


widely advertised 


MOISTURE PROOF WALLS, 
CEILINGS, FOUNDATIONS 


Wood «+ Tile « Stucco « Masonry 
Concrete « Shingles « Painted 
and unpainted surfaces 
Prevents dry rot, efflorescence, 
water stains + Retards dampness 
in basements «+ Lasts five years 


OUTDOOR USES 


Keeps moisture out of camping equip- 
ment, awnings, convertible tops, garden 
furniture, pads, planter boxes, boots, 
shoes, any porous material 


Easy to apply by brush, spray or roller. 
Deep penetrating. Colorless. 


Excellent concrete curing and sealing 
agent. Proved bond breaker for pre-cast, 
tilt up and lift slab construction. 


Order from your wholesaler or Thomp- 
son distributor. Ask about free perma- 
nent display fixture to speed up sales, 
save inventory. 


Write for complete information and name of 


distributor nearest you. 0006 


Thommptond 


MANUFACTURERS OF FINE PROTECTIVE 
CHEMICALS SINCE 1929 
E. A. Thompson Co., Inc., Merchandise Mart, 
San Francisco 3, California 


San Francisco * Los Angeles * San Diego * 
Portland © Chicago * Seattle * Denver © Dallas 
Houston * St. Louis ¢ St. Paul ¢ Detroit * 
Philadelphia « New York City © Memphis * 
Cleveland ¢ Factory: King City, California 


Want more facts? Circle 145, p. 41 
76 © HARDWARE AGE, November 16, 1961 





New Wholesalers’ Aids 





(Continued) 


Correction on photos 
of Christmas mailers 


Two illustrations of consumer 
mailers in the Oct. 19 issue, page 
168, were transposed and do not ap- 
pear with the respective articles 
describing them. 

The illustrations were of Christ- 
mas circulars prepared by Supplee- 
Biddle-Steltz Co., Philadelphia 
wholesaler, and by Masback Hard- 
ware Co., wholesaler in New York 
City. The correct illustrations and 
description follow: 

The Supplee - Biddle-Steltz 28- 


page Gift Suggestions mailer has a 
variety of gift-giving merchandise 
selected to appeal to hardware store 
shoppers. 

Masback’s holiday Gift Guide, is 
in 16-pages, features 28 specials in 





gor 
ps 


giftwares and tool items. Also has 
a gift certificate on back page, and 
a book of gift certificates is fur- 
nished to dealers for customers’ 
use, 


Guaranteed 
Full Year 
U. L. Approved 


DELUXE ELECTRIC 
HAIR DRYER 


e Patented ‘‘Porous” 
Hood Dries Faster 


e Fingertip Heat Control 


e Dries Fingernails, 
Lingerie, etc, 


1499 
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e 


ey 
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Dainty Maid—AT GOOD STORES ALMOST EVERYWHERE 








NATIONALLY 
ADVERTISED IN 


The Saturday Evening 


For information, Write 


LIBERTY DISTRIBUTORS 
BOX 95, PHILADELPHIA 5, PA. 
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Rte} tiie 
WRENCH 


Loosens Rusted Bolts, 


nuts, 
Works screws, . 
in 


seconds! 


Se ct 


OVER 22 MILLION 
NATIONAL MONTHLY 
he ee ee Se 
FOR YOU!? 


At Wholesalers Everywhere! 
RADIATOR SPECIALTY CO. 


CHARLOTTE, NORTH CAROLINA 
Want more facts? Circle 147, p. 41 





thanks 


When we made the break-through an- 
nouncement of the world’s first 14” Cord- 
less Electric Drill on April 13, 1961, we 
expected a big response. You had a radi- 
cally different type of electric tool to selk 
... one that seemed bound to capture the 
imagination of your customers. 


The response was big. Then, it got bigger. 
And, it’s snowballing into the biggest in 
the power tool industry. 


Our first production runs of the 14” Cord- 
less Drill have been sold out. So, we're 
rushing additional lots through right now. 


(0 


We gave you the Cordless and you ran 
with it. You capitalized on the impact of 


was exciting .. . and it was profitable. 


you the new drill through your entire store. It 


Want more facts? Circle 148, p. 41 


This is only the beginning—more profit- 
makers, more promotions for you are on 
the way... all will be big, bigger, biggest! 
All will be carefully planned, excitingly 
presented. That’s how Black & Decker main- 
tains its leadership in the field of electric 
power tools. That’s why the Black & Decker 
name is the best known tool brand in 
the land. Thanks to you. 


Black e Decker 


BEST KNOWN TOOL SRAND IN THE LAND 
Black & Decker Manufacturing Company, Towson 4, Maryland 
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HEDLUND AMERICAN SLEDS . .. high- 
gloss varnished hardwood with fully 
turned up safety runners and sensi- 
tive centerpoint steering. Four mod- 
els: 36”, 42, 46”, 55” 


get ready! 
here comes 
another 

big season 


hedlund 


HEDLUND TOBOGGANS . . rigid, rugged con- 
struction of selected hardwoods with extra 
heavy runners, heavy rope hand rails. Seven 
sizes: 4’, 4° 11”, 6”, 7’, 8’, 10’. 


Last season’s demand for Hedlund’s popular American 
Sleds proved to everybody that Hedlund had the sled 
with eye-appeal ... boy-appeal ... price-appeal. We’re 
getting production geared up now to meet the coming 
season’s orders—which are already beginning to snow- 
ball. Write today for literature and prices on Hedlund 
winter sports equipment. 


hedlund MANUFACTURING COMPANY + Nokomis, Illinois 


MAKERS OF FAMOUS HEDLUND SNOW SKIS AND HYDRO-FLITE WATER SKIS 


Want more facts? Circle 149, p. 41 
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HEDLUND SNO-FLITE 
CHILDREN’S SKIS... 
select ash with laminat- 
ed tip, finished in bright 
red. Four sizes: 4’, 5’, 
os & ae 


HEDLUND SNOBOG- 
GAN ... popular, inex- 
pensive child's combi- 
nation sled and tobog- 
gan... also a favorite 
of ice fisherman. 
Length, 40”; width, 15". 


HEDLUND HOCKEY 
STICKS ... a complete 
line in choice hard- 
woods ... four styles 


... full range of lengths 
and lies. 





New Wholesalers’ Aids 
(Continued) 





Ace has 32-page booklet 
for fall promotion use 


Ace Hardware Corp., wholesaler 
in Chicago, is offering its dealers a 
32-page Fall Bargains mailer. 

The booklet is 8% x 11 in., print- 
ed in color. It contains 8 pages 
housewares; 2 pages utility house- 
hold items; 2 pages lawn and gar- 


den goods; 2 pages builders’ hard- 
ware and fix-up needs; 3 pages 
paint and sundry items; 3 pages 
electrical and plumbing supplies; 6 
pages hand tools; 1 page power 
tools, and 4 pages sporting goods. 


Farwell offers dealers 
holiday ideas bulletin 


Dealers of Farwell, Ozmun, Kirk 
& Co., wholesaler in St. Paul, are 
offered a holiday ideas bulletin to 
help them merchandise and pro- 
mote more effectively during the 
holiday season. 


The bulletin contains a planning 
schedule for dealers, covering Oc- 
tober, November, and December. 


Suggestions are offered dealers 
when to make plans for an open 
house, when to promote layaway, 
arrangement of merchandise, or- 
dering, sales meetings, displays, 
promotions, close-out sales. 

The bulletin also has illustrations 
of window and store decorations, 
and offers suggestions for dealers 
in the way of traffic building ideas 
such as free gift wrapping, weekly 
prize drawings, discount coupons 
and gift certificates. 





Stock...Display...Sell 


we 
ao 
May 


America’s most complete 





Promotions 
Manufacturers’ New 
Promotion Plans 


NEW LOW COST 


FLEXO-SPAN 
SELF-SERVICE ISLAND 


line of 


Wood to use national ads quality repair products 


to promote garden tools | 


Wood Shovel & Tool Co., Piqua, 
Ohio, will step-up its national ad 
program during 1962 to promote | 
garden tools. 

Concentration of ads will be dur- 
ing the peak lawn and garden sell- 
ing season from March through 
June. 





Want a line that sells fast 12 months 
a year? Then, Magic Home Repair Prod- 
ucts are for you! Colorful bubble cards 
sell on sight to o market that expands 
at least 10% each year. 


TH 
“DIAMOND” PERFORATED 
METAL SHELVING ... 
YOoOu'LL ENJOY 


PLUS SALES —PLUS PROFITS 
WITH NEW, LOW COST 
FLEXO-SPAN 
NEW CATALOG 
LOWER PRICES 


ON SELF-SERVICE pty BASE UNITS — 
SLTD. WALL STDS. — BRACKETS—AND ALL 


ND A 
OTHER FIXTURES AND FIXTURE HARDWARE. 
WRITE TODAY FOR YOUR 


FREE 
WHOLESALE DISCOUNT CATALOG 
NEW LOWER PRICES 


ADD SALES CO. 


824 Yerk St. Maaltowoec, Wisconsin 
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SPRING ASSORTMENT >So 


AJAD Me 750 — Consisting of 
* METAL S-DRAWER CABINET 
Ba * 1.000 SPRINGS (#1 to #100) 
oa * METAL DISPLAY with SPRINGS 
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DON'T MISS THE 


BUYING CHECK LIST 


ON PAGE 34 
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NEW—IMPROVED 


WOOD JOINERS 


Ask your jobber or write 








SUPERIOR FASTENER CORP. 


9 Elston Ave rn 


Want more tacts? Circle 152, p. 41 A 
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Wood plans to use half-page ads 
in Look, Better Homes & Gardens, 
American Home, and Sunset. Sin- 
gle-column ads will be used in Farm 
Journal, 

The ads will play up the product, 
and the pleasure in using it, and 
also the new brand marking, the 
word “Wood” in a large outline 
“W” now being used on the com- 
pany’s line. 


Ad campaign stepped up 
on Winchester shotguns 


Winchester-Western Div., Olin 
Mathieson Chemical Corp., New 
Haven, Conn., is stepping up its 
consumer ad campaign on its Model 
59 automatic shotgun. 

Winchester is distributing more 
than 300 film clips on the Model 59 
to be shown by television stations 
throughout the country. In addi- 
tion, dealers are offered tie-in fall 
promotion kits with two-way gun 
displays, window streamers, 
counter cards and pennants. 

The TV promotion is a follow-up 
of a September consumer ad cam- 
paign which included full page ads 
in 11 outdoor and men’s magazines, 
and 4-color, 2-page ads in six gen- 
eral interest consumer magazines. 


Ekco features quality 
in holiday promotion 


Ekco Products Co., Chicago, is 
using high-styled magazine ads to 
promote quality cutlery and cook- 
and-serve items during the holiday 
season. 

Full-page consumer ads will be 


See your jobber today! 





1 Canada — Bernard Mar 











Cc pre-sells your customers with a 
SATURDAY EVENING POST 
BETTER HOMES & GARDENS 

HOUSE BEAUTIFUL, HOUSE & GARDEN 
MECHANIX ILLUSTRATED 
POPULAR MECHANICS and SUNSET 


FREE Magic 
Home Repair Center 
counter rack dis- 
plays complete stock 
of 12 different 
Magic bubble cards 
in less than 2 sq. ft. 


A-37T69A 


A * 
9 Wet is lron Cement Co., Inc. 
~\ 4215 Caine Ave ~leveland 28, Ohio 


— 


KS oa Co Sie sronto 
A. J. H. MacDonald itd., Vancouver 








GTON HARDWARE 
100 GREENWICH STREET NEW YORK 6, NEW YORK 


SEND FOR FREE CATALOG 
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T-50 STAPLE GUN 


Te Leles a 


A STAPLE WHEREVER 
YOU'D DRIVE A NAIL! 


AS ADVERTISED IN 


 Belelea 
ARR 


FASTENER CO. INC 


Millions know... 
that“ Mittion” works best! 


;s } f } i 40/i 
SUPERIOR 
INSULATING TAr 





BLACK FRICTION TAPE 
and PLASTIC TAPE 





Leading manufacturer of rubber 
and plastic products in Japan 


KYOWA ae INDUSTRY CO., LTD. 


plovevevevetet Sakura-dori, Nishinari-ku. Osaka Japan 
— Cable Penna “KYOWAGOMU OSAKA” 
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You can fix anything with an Arrow T-50 


How to start a new promotion . . . 


| i Hardware Age has de- 
A ; signed large (21x15% 
center in.) posters in colorful 

\ HOMEMAKERS fn blue-green and sandal- 
: wood as the center- 

point for a productive 


display in your store. 





Around these posters, 
hundreds of dealers 
are building displays 


























Want more facts? Circle 156, p. 41 
80 ¢ HARDWARE AGE, November 16, 1961 





of provocative new 
items for the home. 
When spotlighted thus, they get «he attention of 
every shopper in your store. You get a wider audi- 
ence for every new product you stock. 


The display can be as large or small as you care 
to make it. Some dealers use a single counter-top. 
Others convert a whole gondola to a “New Idea 
Center for Modern Homemakers.” 


This is an inexpensive way to enhance your con- 
sumer “image,” by becoming headquarters for 
new ideas. 


One poster costs 50¢, postage paid. Send check or 
money order to Reader Service Dept., Hardware 
Age, Chestnut & 56th Sts., Philadelphia 39. Please 
specify form No. 19. 

















Manufacturers’ Promotions 
(Continued) 





used in the December issues of 


Living For Young Homemakers 


and Good Housekeeping. The ads ! Self-service display rtaadil- lil: thie ¢ 


will feature assortments of various 


ibe ahd use for the first from CAMPBELL CHA i Ni 


time a trademark incorporating 
both Ekeo and Flint product lines. 





do it yourself... 4 


» “a 


“do it yourself... 


O80 


eo rr CHAIN 











Warp’s outlines ad plans 
in newspaper for dealers 


Warp Brothers, Chicago, has out- 
lined its Fall advertising and mer- 
chandising plans for Flex-O-Glass 
to dealers with a 4-page promotion 
that looks like a full-size news- 
paper. 

It’s called Pioneer Press, and has 
a front-page story on Warp’s plans 
to use consumer ads in more than 
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Harold Warp, president of Warp 
Brothers, scans the first edition of 
Pioneer Press. 


3200 newspapers, as well as ads in Two useful chain merchandisers with Front loading * Handy chain-end 


Life, Popular Science, and leading a variety of small welded and weld- holder * Bins for accessory items 
f blicati ; , ¢ Interchangeable reels * Sug- 
arm publications. less chain assortments and Proof Coil 

gested price stickers * Variety of 
assortments ¢ Cutters for light 
All reels are interchangeable. The chain assortments free . . . nom- 


Other features include Warp’s win- | Merchandiser takes up oniy one inal charge for cutter for Proof 


The paper illustrates newspaper Assortments in 3/16” through 3/8’s. 
ad mats available to dealers, and 


demonstrates how ads will appear. 


dow materials merchandising rack, square foot. Give chain a better dis- Coil Chain assortments. 


introduction of three new Poly- play that will mean more sales. . . Get information from your Campbell 


Pane storm window kits, and testi- and you earn over 100% markup. wholesaler, or write direct. 
monials by dealers’ successfully 


using Warp’s tie-in ads. A coupon | 
for free ad mats was also included. | 


dachen in ¢ juten of War's Cor mm CAMPBELL CHAIN COMPANY 


erall. eg CA 3 FACTORIES: York, Po.; West Burlington, lowa; Union City, Calif. 
(eee 4WAREHOUSES: Medford, Mass.; Atlanta, Ga.; Dallas, Texas; 
Sea te Chicago, lil.; Portland, Ore.; Seattle, Wash.; Los Angeles, Calif. 


Want more facts? Circle 157, p. 41 
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News About Dealers: Many New Stores Open 
To Make Most of Promising Fall and Holidays 





New Haven, Conn.—Rudy’s 
Hardware & Housewares, a 
drive-in store, held its formal 
opening in October at 618 
Broadway. The three-day 
opening sale was attended by 
several manufacturers’ repre- 
sentatives. 

Clay Center, Kan.—Johns- 
ton Supply Co. recently held 
its opening sale at its new 
location at 422-24 Court St. 
Refreshments were served. 
The same firm also operates 
a store at Concordia, Kan. 

Grimes, Iowa — Ed and 
Ruth Braniff have moved the 
Grimes Hardware & Variety 
Store to a new location 
across the street from its 
former site. 


Saugus, Mass. — Steve’s 


Hardware was recently open- 
ed at the New England Shop- 
ping Center. 

Shreveport, La.—Buckelew 
Hardware recently opened its 
sixth store in the new Shreve 
City Shopping Center. H. T. 
Traylor, associated with the 
company for more than 15 
years, is manager of the new 
unit. 

Columbus, Ohio — Its 13th 
Columbus store was recently 
opened at 2840 N. High St., 
by Cussins & Fearn Co. A 
four-day sale celebrated the 
opening of the new branch, 
which has 10,000 sq. ft. of 
floor space. 

Lorain, Ohio — Jack Glick 
has purchased Glick Hard- 

(Continued on page 86) 





Housewares Exhibitors 
Nearly Top 1000 Mark 


A record 987 exhibitors 
will show their wares at the 
biggest housewares show in 
history, Jan. 15-19, at Chi- 
cago’s McCormick Place. 

“Perhaps half-again this 
many exhibitors had to be 
turned away because of pure 
space limitations,” said Dolph 
Zapfel, secretary of the Na- 
tional Housewares Manufac- 
turers Assn. “Never in our 
24 years of existence have 
exhibitors requested as many 
booths as for the coming 
show.” 

Opening day attendance 
for the show is expected to 
top last year’s high of 33,000 
registrants, Mr. Zapfel sa‘d. 

New exhibit hours are set 
at 8:30 a.m. until 5:30 p.m. 
daily, to give buyers more 
shopping time, with the ex- 
ception of Friday, Jan. 19, 
when the show closes at 
1 p.m. 

Free bus service to princi- 
pal loop and shore hotels and 
motels will be provided. The 
anual NHMA Winter House- 
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wares Show Dinner will be 
held Jan. 17 in the grand 
ballroom, Palmer House. 


G. L. COBLEIGH 


Cobleigh Named Sales 
Manager At Norton Pike 


G. L. “Jack” Cobleigh has 
been named sales manager of 
Norton Pike, Littleton, N. H. 

Mr. Cobleigh has been in 
the sales department of Behr- 
Manning Co., a Norton divi- 
sion, since 1932. He has been 
divisional manager of general 
trades sales in New England 
since 1954. 


16, 1961 


Federbush Is Planning 
A Major Expansion 


S. Federbush Co., 70-year- 
old Paterson, N. J., whole- 
saler, has announced a inajor 
expansion program designed 
to boost retailer volume and 
profits. 

A series of dealer clinics is 
underway. They are being 
held in widely separated lo- 
cations to familiarize dealers 
in these areas with the latest 
products and selling ap- 
proaches of manufacturers. 
Factory representatives 
speak at these clinics. 

Next, Federbush will 
launch its third annual mer- 
chandising fair, known as 
the Spring Showcase, Jan. 28 
at the Lodi Armory, Essex 
St. off Route 17, Lodi, N. J. 
More than 100 manufactur- 
ers will be represented. 

Federbush also is planning 
for an addition of 9000 sq ft 
of floor space to its present 
building. This is to keep 
pace with the needs of the 
augmented sales force, now 
operating in widely expanded 
territories. 


United Industrial Buys 
Momsen-Dunnegan-Ryan 


The purchase of Momsen- 
Dunnegan-Ryan, El Paso, 
Texas, wholesaler (see HA, 
Aug. 10, p. 97), by the 
United Industrial Syndicate 
Inc. and Harry Lebensfeld, 
New York, was effective 
Nov. 1. 

The firm will continue its 
wholesale services to the 
trade in the Southwest, “with 
improved operating efficien- 
cies,’ United says. 

Newly elected officers are: 
Harry B. Frazier, president; 
Robert B. Stewart, executive 
vice-president and treasurer ; 
A. J. Murray, executive vice- 
president and general man- 
ager; Henry McDonnell, vice- 
president and merchandise 
manager; Gus Momsen, Jr., 
vice-president; and Leo H. 
Harris, secretary. 

The United organization 


also includes Huey & Philp 
Co., Dallas wholesaler, and 
numerous manufacturing 
firms. 


Seidlitz Paint Elects 
C. N. Seidlitz, Jr. 


C. N. Seidlitz, Jr., has been 
elected president of Seidlitz 
Paint & Varnish Co., Kansas 
City, Mo., replacing his 
brother, G. R. Seidlitz. Mr. 


C. N. SEIDLITZ, JR. 


G. R. Seidlitz will now devote 
his full time to the presi- 
dency of Consolidated Coat- 
ings & Chemicals, Inc., of 
which the Seidlitz company 
is a division. 

Mr. C. N. Seidlitz has been 
a member of the Seidlitz firm 
for 22 years. In 1955 he was 
transferred to Houston to es- 
tablish Seidlitz Paints of 
Texas, Inc., a manufacturing 
subsidiary, and served there 
as its first president. He re- 
turned to the Kansas City 
operation in 1960 as execu- 
tive vice president. 


Mike Paulsen Is Named 
S & M Sports’ Manager 


The S & M Co., Minneapo- 
lis wholesaler, has named 
Mike Paulsen as_ sporting 
goods’ merchandising man- 
ager. 

Mr. Paulsen has 26 years 
wholesale buying experience 
plus, more recently, back- 
ground as a manufacturers’ 
agent for sporting goods’ 
lines. 
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CHARLES H. WULF 


Wulf Elected President 
Of G. N. Coughlan Co. 


Charles H. Wulf of Smoke 
Rise, N. J., has been elected 
president of the G. N. Cough- 
lan Co., West Orange, N. J. 

Mr. Wulf has been associ- 
ated with the company since 
1946. He was vice-president 
and general sales manager 
prior to his election to the 
presidency. 


Graham Elects Gardner 
To Vice-Presidency 


Harry Gardner has been 
elected vice president, sport- 
ing goods, by John H. 
Graham & Co., Inc., New 
York, N. Y. 

Mr. Gardner, who joined 
the company in 1946, was ap- 
pointed manager of the 
sporting goods division in 
1956. 


HARRY GARDNER 





Keen Katter Meeting At Atlantic City 


Sixteen Keen Kutter distrib- 
utors met during the Na- 
tional Wholesale Hardware 
Assn. convention at Atlantic 
City, Oct. 22, for an all-day 
session at the Marlboro-Blen- 
heim Hotel. Private brand 
merchandising and promo- 
tions for 1962 highlighted the 
meeting. Examining materi- 
als here are (from left) Joe 
F. Wood, president, Corpus 


Christi (Texas) Hardware 
Co.; Russell Cook and W. F. 
Meyer, W. F. Meyer & Sons, 
Inc., Chicago. During the 
meeting, an advisory commit- 
tee was selected to work 
closely with Meyer Merchan- 
dising service to guide qual- 
ity of private brands se- 
lected. “We’re stressing qual- 
ity merchandise more than 
ever before,” Mr. Meyer said. 


Dealer Helps to Sell More Water Systems 
Annoanced at Pump Manufacturers’ Meeting 


Manuals and articles to 
help dealers sell more pumps 
and water systems are part 
of the program for the com- 
ing year announced at the 
annual convention of the 
Water Systems Council Oct. 
30-31, in Chicago. 

Three manuals will be 
available. One is on selling 
all pump needs. Another is 
on selling a potable water 
supply. The third is on septic 
tanks and sewage disposal. 
Six educational and training 
articles for dealers also will 
be prepared. 

New officers of the Council 
are: 

President, Louis Wozar, 
Tait Mfg. Co.; vice-presi- 
dents, Mel Jensen, Aermotor 
Div. of Nautec Corp., and 


S. A. Bunis, Goulds Pumps, 
Ine.; secretary-treasurer, R. 
G. Breeden. 

Other programs for the 
Council are an expanded 
membership now that suppli- 
ers and other interested 
groups may become associate 
members; a study of the 
Minnesota proposed code on 
uniform standards; and a 
study of the Conference of 
State Sanitary Engineers 
proposed code for non-public 
water well installations. 

Awards were presented at 
the banquet to Russell W. 
Lewis, Fairbanks, Morse & 
Co., the retiring president, 
and to Glen A. Patterson, 
Sta-Rite Products, chairman 
of the technical committee. 





American Hardware 
Reports Record Sale 


Record-breaking retail re- 
sults were reported by Amer- 
ican Hardware dealers tak- 
ing part in the recent “Buy 
American Sale.” 

Dealer members in seven 
states distributed nearly 
800,000 three-color circulars 
promoting 60 items, all 
“made in the U. S. A.,” most 
of which were from basic 
hardware stock. Instore pen- 
nants, window banners, price 
cards and outside plastic pen- 
nants were used in addition 
to the circulars to promote 
the sale. Dealers were urged 
to run tie-in newspaper ads 
as well under the same 
theme. 


Ferry-Morse Appoints 
Weimortz Sales Manager 


Edward D. Weimortz has 
been named general sales 
manager of Ferry-Morse 
Seed Co., Mountain View, 
Calif. 

Mr. Weimortz, who will be 
in charge of all the com- 
pany’s sales activities, for- 


EDWARD D. WEIMORTZ 


merly was sales manager of 
the commercial division and 
before that sales manager of 
the eastern bulk sales divi- 
sion. 


Amerock Names Koenig 
As Sales Manager 


John Koenig has _ been 
named sales manager of the 
Builders’ Hardware  Div., 
Amerock Corp., Rockford, 
Ill. 

Mr. Koenig was vice-presi- 
dent and sales manager of 
the W. Bingham Co., Cleve- 
land wholesaler which recent- 
ly discontinued operations. 
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A. L. Platky Becomes 
A Sales Counsellor 


A. L. Platky, former vice- 
president for hardware sales, 
Pendleton Tool Industries 
Inc., Los Angeles, has opened 
offices as a sales counsellor at 
117 East Colorado Blvd., 
Pasadena, Calif. 

Mr. Platky will counsel 
wholesalers and manufactur- 
ers “toward the improvement 
of the personal selling effec- 
tiveness of both their field 
men and office staffs.” 

A 25-year sales veteran, 
Mr. Platky will “present to 
the entire organization an 
understanding of the impor- 
tance of sales, and the rela- 
tionship of sales to each in- 
dividual within that organi- 
zation.” 


Bestwood Names Allen 
As Sales Manager 


William H. Allen has been 
appointed sales manager of 
Bestwood Corp., Newark, 
N. J. 

Mr. Allen, an 18-year sales 
veteran, has represented the 


WILLIAM H. ALLEN 


1955 to the present he has 
been president of W. H. 
Allen Associates, sales rep- 
resentatives. 


Westinghouse Line Is 
Bought By Boonton Co. 


The Westinghouse Electric 
Co., Bridgeport, Conn., has 
sold its dinnerware depart- 
ment to Boonton Molding Co., 
Boonton, N. J. The depart- 
ment has been operated by 
Bryant Electric Co., a whol- 
ly-owned Westinghouse sub- 
sidiary. 

The move was made “in 
order to concentrate on our 





U. S. Plywood Co. and from 
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News of the Trade 





basic activity, electrical man- 
ufacturing,” Bryant’s vice- 
president and general man- 
ager, J. O. Clevenger, said. 


WILLIAM B. HAVERTY 


Moto-Mower Names 
Promotion Manager 


William B. Haverty, for- 
mer regional manager for a 
13-state area of Moto-Mower, 
Inc., Richmond, Ind., has 
been appointed sales promo- 
tion manager. 


Mr. Haverty joined the 


firm in 1959 as district man- 
ager. In his new post he will 
serve as liaison between fac- 
tory, field salesmen and dis- 
tributors. 








Dates Announced For 


Wholesalers’ Shows 


Budrow & Co., An- 
nual Dealer Show, Jan. 
14, at company offices, 
3161 E. Washington 
Blvd., Los Angeles 23, 
Calif. 


S. Federbush Co., 
Annual Spring Mer- 
chandise Fair, Jan. 28, 
at Lodi Armory, Essex 
St. off Route 17, Lodi, 
N. J. 


Fetterman Hardware 
Co., Annual Spring & 
Garden Show, Jan. 7-9, 
at Presidential Arms, 
Washington, D. C. 


Lee Hardware Co., 
Spring Market, Feb. 
18-19, at company of- 
fices, 719 Edwards St., 
Shreveport, La. 


Dates of other wholesalers’ 
shows and conventions an- 
nounced previously are 
shown in the Convention 
Calendar on page 68. 
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The BIG NAME 


HOSEMASTER 


by GILMOUR of SOMERSET, PA. 
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NOZZLES 
REELS 
SPRAYERS 
SPRINKLERS 








Sharon offers you a method of making 
a profit on low cost fasteners in a 
high labor cost market! 


SHARON BOLT & SCREW CO. 


Norwood, Mass. 
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News of the Trade 





brief reports of 


MANUFACTURERS SALESMEN 


@ DAP, Inc., Dayton, Ohio—Ray Carlson has been ap- 
pointed to the Alexandria, Va., sales office, covering Vir- 
ginia, Washington, D. C., and southern Delaware. 


@ Bissell, Inc., Grand Rapids, Mich.—Ralph Horn has been 
named territory sales manager in the states of Washington 
and Oregon. 


@ Clemson Bros., Inc., and its affiliate, the Victor Saw 
Works, Inc., Middletown, N. J.—Robert H. Severance has 
been assigned sales representative for Arkansas, Louisiana 
and the greater part of Texas and Oklahoma. 


@ Penn Fishing Tackle Mfg. Co., Philadelphia, Pa.—Cali- 
fornia and Nevada to Far West Associates of Los Angeles 
and San Francisco. 


@ Howard Hardware Products, Newark, N. J.—Todd, Blunt 
& Williams, Inc., Narberth, Pa., has been appointed manu- 
facturers’ representatives for the firm. 


@ Chase Brass & Copper Co., subsidiary of Kennecott Cop- 
per Corp., Waterbury, Conn.—Robert S. Gilson to ware- 
house division sales manager in Cleveland. 


@ Lighting Products Div., Sylvania Electric Products, Inc., 
Salem, Mass.—Hal L. Simmers to sales manager of Pitts- 
burgh district to succeed H. Page Woodbury who has been 
promoted to sales manager of the Philadelphia district. 


@ Owatonna Tool Co., Tools & Equipment Div., Owatonna, 
Minn.—Martin M. Shea, Hagerstown, Md., former general 
manager of Bearings & Transmission, Inc., to district man- 
ager for District of Columbia, Virginia, Maryland and 
Delaware; William T. McCorkle, Jacksonville, Fla., to dis- 
trict manager for Florida. 


@ Lighting Products Div., Sylvania Electric Products, Inc., 
New York City—H. Page Woodbury has been appointed 
sales manager for the Philadelphia district. 


@ American Floor Machine Div., American-Lincoln Corp., 
Toledo, Ohio—Joseph C. Loeb, Jr., has been named sales 
and service manager of the Indianapolis branch; Melvin W. 
Lamb was appointed office and service manager. 


@ Gale Products Div., Outboard Marine Corp., Galesburg, 
lll.—G. R. (Jerry) Ambroze to cover Kansas, Missouri 
and southern Illinois. 


@ Medalist Hardware Div., National Lock Co., Rockford, 
Ill.—Robert Baker to cover western New York, operating 
from Cleveland, Ohio, warehouse. 


@ Magna American Corp., Cincinnati, Ohio—John Joseph 
Dorenzo to cover the New York area. 


@ Master Metal Products, Inc., Buffalo—George McDuffie 
Co., Atlanta, Ga., has been appointed exclusive representa- 
tive for complete line. 


@ Gould-Mersereau Co., New York—Philadelphia, Balti- 
more and Washington, D. C., to John Archer; northeastern 
Pennsylvania, including Wilkes-Barre and Scranton to 
Robert Sloane. Mr. Sloane will also continue to cover 
northern New Jersey and New York state. 


@ Sylvania Home Electronics, Batavia, N. Y., James H. 
Campbell, former appliance, radio and TV salesman for 
manufacturers, to Texas as district sales manager. 








_ ey 


LUS 2 NEW 
SALES BUILDERS 


Stock the line—the selling’s fine! See your supplier or 
write Elmer, The Borden Co., Dept. HA-111, 350 Madison 
Avenue, New York 17, New York. (Available in Canada.) 
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News About Dealers: 





(Continued from page 82) 


ware, 1064 Broadway, from 
his father, Walter J. Glick. 
Jack Glick is a member of 
the third generation of the 
family to be active in the 
business since 1912. 


Wellsburg, W. Va.— 
J. Franklin Springborn was 
the winner of a two-week va- 
cation for two at Miami, 
Fla., in a dealer contest spon- 
sored by the J. A. Williams 
Co., Pittsburgh wholesaler. 
Mr. Springborn’s entry was 
drawn from a batch of some 
14,500. 


Kutztown, Pa.—A_ three- 
day grand opening marked 
the opening of the DeTurk 
Hardware Co. at its new 
quarters, 326 W. Main St. 
The business is owned and 
operated by Marvin Beltzner. 


Fort Byron, Ill.—Mr. and 
Mrs. Robert Fish have pur- 
chased the former Gilbert 
Hardware store, and will 
operate the business as Serv- 
ice Hardware. 


News of the Trade———— 


Great Falls, Mont. — Wil- 
liam Hathorn, 66, vice pres- 
ident and assistant manager 
of Murphy-Maclay Hard- 
ware, is retiring after 45 
years in hardware. 


Port Arthur, Tex.—James 
C. Hebert has purchased the 
Cowan Hardware Store. Mr. 
Hebert has 7 years mer- 
chandising experience with 
Sears Roebuck & Co. 


Redwood City, Calif. — 
Marsh Manor Hardware Co. 
recently held a 3-day grand 
opening celebration. Owners 
Bill and Bob Hassett operat- 
ed a hardware store in San 
Jose the past four years. 


Sarasota, Fla. — Doryal 
Hand and James R. Noe 
have become partners in the 
new Ken-Park Garden & 
Hardware store at the Ken- 
sington Park Shopping Cen- 
ter. 

Milwaukee — Fitzgerald 
Hardware Co., owned by Ed 
Hageman and John Kimler, 
has gone out of business 
just short of 50 years. 





GEORGE C. WRIGHT 


Hubbard Names Wright 
As Marketing Manager 


George C. Wright has been 
appointed marketing man- 
ager of Hubbard & Co., Chi- 
cago, manufacturer of pole 
line hardware. Mr. Wright 
was with southern utilities 
firms in engineering and 
managerial capacities. 


Chas. J. Smith & Co. 
Holds Dealer Meetings 


Chas. J. Smith & Co., Jer- 
sey City, N. J., wholesaler, 
recently held a series of three 
dealer meetings and training 
clinics to train salesmen and 
introduce new products. 

Close to 400 persons rep- 
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resenting 178 dealers at- 
tended the dinner meetings. 
The two-part meetings fea- 
tured True Temper steel 
goods and Lawn-Boy mowers. 


Noma Lites Name Roddy 
General Sales Manager 


Paul J. Roddy has been 
named general sales man- 
ager, American Screw Co. 
Div., Noma Lites, Inc., Willi- 
mantic, Conn. 

Mr. Roddy will retain his 
former duties as assistant 
general sales manager. 


Marine Association 
Names G. G. Thorne 


G. G. Thorne, vice-president 
of the Valspar Corp. and 
general manager of the 
Smith-Valspar marine prod- 
ucts division, has been made 
a director of the National 
Marine Products Association. 


Frank Pekoe Retires 


Frank Pekoe, credit man- 
ager of The Geo. Worthing- 
ton Co., Cleveland wholesaler, 
recently retired to his new 
home in Vero Beach, Fla. Mr. 
Pekoe served Worthington 
for 41 years, starting as a 
bookkeeper. 


16, 1961 


IRWIN PERTON 


Melnor Names Perton 
Promotion Manager 


Irwin Perton has been ap- 
pointed advertising and 
sales promotion manage: of 
Melnor Industries, Inc., 
Moonachie, N. J. 

Mr. Perton was vice pres- 
ident-creative director with 
Michael-Remo & Co., and 
had been collateral art di- 
rector for Fuller & Smith 
& Ross, Inc., and graphic 
arts director of Emerson 
Radio & Phonograph Corp. 


Daisy Mfg. Promotes 
John R. Powers, Jr. 


John R. Powers, Jr., vice- 
president of Daisy-Heddon 
Sales Co., has been moved to 
the parent organization, 
Daisy Mfg. Co., Rogers, Ark. 

Mr. Powers will handle ad- 
vertising and sales promotion 
for Daisy and its wholly- 
owned subsidiaries, James 
Heddon’s Sons, Dowagiac, 
Mich., and Sta Dri Boot Co., 
Killeen, Tex. 


Tip-Top Appoints Roth 


Murray Roth has been ap- 
pointed assistant to the pres- 
ident of Tip Top Brush Co., 
Jersey City, N. J. Mr. Roth 
had been sales manager of 
Edy Brush Co. for more 
than 13 years. 


Hild Appoints Vicini 


Tina Vicini has been ap- 
pointed publicity director of 
Hild Floor Machine Co., 
Chicago. Miss Vicini was 
formerly assistant publicity 
director for the Biddle Co., 
Chicago advertising agency. 





OBITU 


ARIES 





Gustav Baur 


Gustav Baur, 83, a 40-year 
employee of HARDWARE AGE, 
died Nov. 1 at his Leonia, 
N. J., home. Mr. Baur had 
been editor of HA’s Verified 
List, and managed the maga- 
zine’s Direct Mail Depart- 
ment for more than two 
decades. 


Charles E. Baumann 


Charles E. Baumann, for- 
mer manager of the catalog 
department, Masback Inc., 
died Oct. 26 at Chatham, 
N. Y. Mr. Baumann retired 
in 1953. Besides operating 
his own wholesale business, 
he had served these hardware 
firms: Hammacher Schlem- 
mer Co., Yale & Towne Mfg. 
Co., and North American 
Press. 


William F. Stephenson 


William F. Stephenson, 95, 
died Oct. 27 at Baptist Hos- 
pital, Nashville, Tenn. Mr. 
Stephenson, often called the 
“dean of the hardware busi- 
ness,” was a retired vice- 
president of Stratton-Warren 
Hardware Co., Memphis, 
Tenn. 


Henry J. Nametz 


Henry J. Nametz, Elk- 
hart Lake, Wis., hardware 
dealer for more than 56 
years, died recently while 
shopping in a nearby town. 
He had long been active in 
civic affairs. 


Clarence J. Nolan 


Clarence J. Nolan, secre- 
tary-treasurer, Witte Hard- 
ware Co., St. Louis, Mo., 
wholesaler, died recently at 
the age of 51. He had been 
an officer of the company for 
eight years. 


Oscar A. Barab 


Oscar A, Barab, 48, presi- 
dent of Barab Builders Hard- 
ware, Midlothian, IIl., died 
recently. He had headed the 
firm since 1953. 


Harry E. Hutson 


Harry E. Hutson, presi- 
dent, Gibson-Homans Co., 
Cleveland, Ohio, roof coating 
manufacturers, died Oct. 15. 
He was president of the firm 
for the past three years and 
was a past president of the 
Cleveland Paint, Varnish & 
Lacquer Association. 





HA Photo Angles 


A report in pictures 
ore —, —— er Jr., president of Supplee-Biddle-Steltz (standing, 
+ + ° . . : 
of events in the trade eft), iladelphia wholesaler and sponsor of Liberty Retail Stores, Inc., 


awarding a scroll and engraved clock to Douglas Barrett. Mr. Barrett, 
Barrett's Hardware, Newtown Square, Pa., was honored on retirement from 
Liberty's executive committee. Also retiring, and similarly honored were 
Arnold Leof, Clifton Heights (Pa.) Hardware; Nicholas Caterina, Caterina 
Hardware, Vineland, N.J. Emeral White, White's Hardware, Wrightstown, 
N.J. On far left is Roy Geppinger, Supplee’s general sales manager. Far 
right is J. Wilson Vandergrift, executive vice-president. 











This panel faced the Pacific Southwest Hardware Assn. and Management Institute recently at Scottsdale, Ariz. in a discussion on plans 
for meeting competition in 1962. The panel (from left): Andy Kasen, Von Tobels, Las Vegas, Nev.; Wendell Flewelling, Stapley Stores, 


Arizona; Jack Noonan, Noonan's, Santa Monica, Calif.; Ken Munro, Munro's West Los Angeles (Calif.) Hardware: and Arnold Poole, 
president, Great Western Hardware, California and Arizona. 


George Beemsterboer believes in staying abreast of the times. Thus his Gurnee ([Ill.) V & S Hardware store recently featured a 20 f 
window display featuring fallout shelter rete The Saal window produced an immediate flood of traffic from passersby. 


SHELTER 


a | | ' “ALLOUT ¢ 
FALLOUT os af SPRY. StNTER 


St PPLIES HERE 


SUPP! LY 
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Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 


Representatives Wanted, etc. 


Set solid, 50 words or less............ .$5.00 
ach additional word........... 10 


Positions Wanted 
(Special Rate) set solid, 50 words or 
less . $2.00 
Each additional word 05 
Allow Seven Words for Keyed Address 
or Your Address 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 


5°%, discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 
Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
Chestnut & 5éth Sts., Philadelphia 39, Pa. 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be forwarded to box 
number advertisers, unless accompanied by 
sufficient postage for remailing. 

No agency commission allowed. 

HARDWARE AGE is published every other 
Thursday. Classified forms close 3 weeks 
prior to publication date. 

Remittance must accompany order in form 
of check or money order, payable to HARD- 


WARE AGE—Classified Section, not currency 
or stamps. 








REPRESENTATIVES WANTED REPRESENTATIVES WANTED 


REPRESENTATIVES WANTED 





STAINLESS FLATWARE 
SALES REPRESENTATIVES WANTED 


by old, established Brand name domestic manu- 
facturer, for the following 100% protected ter- 
ritories now in process of rearrangement; on 
a liberal commission basis: 

(1) EASTERN PA.—SOUTHERN N. J.—MD.— 

D. C. Territory 

(2) MO.—KANS.—IOWA—NEB. Territory 

(3) NORTHERN CALIFORNIA Territory 

(4) OREGON—WASHINGTON Territory 
Line well known with established accounts in 
these territories. Will exhibit at National 
Housewares Show in Chicago, where subject can 
be discussed. 


Box 1114, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











REPRESENTATIVES WANTED 


Proven line available for most terri- 
tories for direct-to-dealer represent- 
atives calling on hardware, lawn 
and garden and similar retailers 
and key accounts. Repeat business 
annually runs 6 times initial sale. 
Biggest commissions in industry. 
Supply territory and other details. 


Box 1102, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











PAINT BRUSH SALESMEN WANTED 


Several protected territories open for men with 
established following now calling on Paint, 
Hardware Stores and Lumber Yards, etc. Give 
all particulars first letter, all inquiries held 
strictly confidential. Write: 


MAJESTIC BRUSH MANUFACTURING CORP. 


210 W. 29th Street, New York 1, N. Y. 











SALESMEN 
Various territories available with “One of America’s 
Largest Wholesalers’’ of hardware—housefu 


rnishings 
—toys—sporting goods, ete. Full-lines with over 
30,000 items. Must be experien an ve a car. 
Draw against commission. Submit complete resume 


ss 
te ATTENTION: PERSONNEL MANAGER 


SUPPLEE-BIDDLE-STELTZ COMPANY 


FIFTH & BRISTOL STS. PHILADELPHIA 5, PA. 














REPRESENTATIVE WANTED 


EXCELLENT LINE for sales representative calling 
on the retail trade in hardware, department, variety 
and chain stores. Item has excellent repeat busi- 
ness! Good commissions. Write, giving territory and 
background. 


Midwest Plastics Incorporated 
208 Bates Avenue St. Paul 6, Minn. 








REPRESENTATIVES WANTED 


The most complete line of FASTENERS In all metals 
for all industries. Exeelient aggressive merchandising 
program with one catalogs and sales aids. On 

men whe are actively calling on Hardware, Mill 
Supply, Marine and Lumber dealers considered. Write 
a full resume of territory covered, lines carried. 
¢. 


JEFFERSON SCREW CORP. 
691 Broadway, New York 12, N. Y. 











REPRESENTATIVES WANTED: Manufac- 
turer of threaded rods, steelbars, keystock, anchor 
bolts, stud bolts, etc. in all metals and aluminum 
wants. Representatives now calling on hardware, 
industria] and we, jobbers and manufac- 
turers in Washin .» Oregon, Idaho, Montana, 
West Nebraska, Wyoming, Nevada, Utah, Colo- 
rado, Arizona, New Mexico and Alaska, (already 
have some accovnts). Box 1125, c/o HARDWARE 
Act, Chestnut & 56th Sts., Philadelphia 39, Pa. 





_SALES REPRESENTATIVES WANTED: 
Now due to increased production, we are ready 
for national distribution. We seek hard hitting 
selling forces in every state. We manufacture 
portable grip reflector lights equipped with alu- 
minum and many colored shades as well as new 
styled flexible gooseneck desk lamps. We offer 
protected territories and an excellent commission 
setup. We seek well established representatives 
with following. Box 1015, c/o Harpware Acg, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 
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NEW PRODUCT: Jar holder (a wire formed 
bracket) makes all sizes of empty baby food bot- 
tles useful for storage, etc. List: 3/39¢ with 
screws. All territories open. Just send name on 
letterhead to: Servwell Products (Inc. 1928) 6523 
Euclid Ave., Cleveland 3, Ohio. 





_SALES REPRESENTATIVES WANTED: 
Fabric spotting kit excellent for rugs, upholstery, 
clothing. Attractively packaged. Absolutely unique. 
Also aerosol dry spotter. Most territories open for 
aggressive representation. Coastal Chemical, 685 
River Drive, Garfield, New Jersey. 


WANTED—MANUFACTURER REPRESENTATIVE 


Sell complete line of ornamental wrought iron rail- 
ing and columns to department stores and other high 
volume accounts in Eastern U. S. area. A Do-It- 
Yourself fast turnover volume item. Liberal Com- 
mission—Indicate your selling area when writing 
for details. 


ELITE FABRICATORS 


BEL AIR ARYLAND 














SELECT TERRITORIES AVAILABLE 


for well-known promotional line of imported 
and domestic hand tools. Popular-priced line 
offers unusual opportunities for qualified 
representatives calling on variety, hardware, 
drug, lumber and discount outlets. 


Box 1126, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











SALES REPRESENTATIVES WANTED: 
Established New York manufacturer of wire 
staples used in stapling machines wants repre- 
sentatives with non-conflicting lines to cover the 
Wholesale Hardware and Building Supply Dealers 
trade. Following states are available: Ohio, North 
and South Carolina. Commission. Box 1122, c/o 
Harpware Ace, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 





SALESMEN WITH A FOLLOWING in the 
Hardware, Plumbing and Mill Supply trade _ to 
sell industrial hose. All types of hose assemblies 
including hoses for automatic washing machines, 
allied rubber products and oe ipe and plastic 
extrusions, on commission basis. Exclusive repre- 
sentation to qualified men. Box 1006, c/o Harp- 
ware Ace, Chestnut & 56th Sts., Philadelphia, 
39, Pa. 





SALES REPRESENTATIVES WANTED: 
SOUTHERN CALIFORNIA south from Bakers- 
field, Arizona, New Mexico, El Paso, Texas ter- 
ritory open. Manufacturer of builder’s hardware, 
teagy Pha ny door knobs desires representation in 
above area. Sold through the Wholesale, Hard- 
ware Trade. Box 1118, o Harpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


ACCOUNTS WANTED 


ESTABLISHED MANUFACTURERS’ REP- 
RESENTATIVE can render efficient coverage 
to one additiona] volume line to all phases of 
jobbers in North and South Carolina, Virginia 
and West Virginia. Box 1123, c/o HarpDWare 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 





SALES REPRESENTATIVES WANTED: 
Utah, Wyoming, Colorado territory open. Manu- 
facturer of builder’s hardware, key blanks, door 

obs desires representation in above area. Sold 
through the Wholesale, Hardware Trade. Box 
1119, c/o Harnpware Acer, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 


ACCOUNTS WANTED: Aggressive sales r 
resentative covering a 50 mile radius, Philadel- 
phia and suburban area desires fast moving lines 
on commission basis. At present calling on hard- 
ware and houseware buyers but will expand to 
other fields if necessary. Also interested in_job- 
bing items. Box 1116, c/o Harpware Acr, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 





ACCOUNTS WANTED HELP WANTED BUSINESS OPPORTUNITIES 





REPRESENTATIVES 


Covering all phases of jobbers. Can render 
reliable aggressive service. We are na- 
tional distributors with established ac- 
tively operating branch offices in New 
York, Philadelphia, Detroit, Cleveland and 
Louisville. We carry the account or you 
can bill direct. Inquiries invited. Write 


ANCO CORPORATION 
7 Wood Street, Pittsburgh 22, Pa. 














WELL ESTABLISHED SALES’ REPRE- 
SENTATIVES covering Illinois, Wisconsin, 
Minnesota, Missouri, Michigan, Indiana, Ohio, 
Kentucky, interested in line for Variety, Drug, 
Auto, Paint Chains; Hardware, Housewares. 
Rack & Paint Jobbers. Box 1127, c/o HARDWARE 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 





ACCOUNTS WANTED: Michigan manufac- 
turer's representative—Complete office, warehouse 
and sales force—serving the major department 
stores, large discount houses, hardware stores, 
lumber yards and garden centers—has room for 
one more top flight line. Box 1121, c/o Harp- 
vane Ace, Chestnut & 56th Sts., Philadelphia 39, 
a. 





REPUTABLE MANUFACTURERS REPRE.- 
SENTATIVE is — for one or two quality lines 
on commission. ver twenty years experience 
selling to the Hardware, Mill Supply, Plumbing 
Supply, Electrical Supply houses and Department 
Stores in Canada. Best of references along with 
nice following. Box 1129, c/o Harpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





MERCHANDISING MANAGER 
for VOLUNTARY CHAIN 


Progressive, long established voluntary chain 
in East is seeking top-grade Merchandising 
Manager. Real opportunity for man capable 
of coordinating buying and merchandising 
hardware, housewares, related lines, using 
modern techniques. This job offers attrac- 
tive, long term future for right man. Loca- 
tion is suburban area, with pleasant family 
living, good schools. 


Box 915, ¢/o HAROWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








BUSINESS OPPORTUNITIES 








MANAGING PARTNER 


with small amount cash to operate 
building supply and specialty yard in 
southern New Jersey Seashore resort. 
Advise age, experience and full par- 
ticulars. 


Box 1115, c/o HARDWARE AGE 
Chestnut & 5éth Sts., Philadelphia 39, Pa. 








FOR SALE: Oldest retail hardware store in 
San Fernande Valley, California. Established 65 
vears. 2 story brick building in center of town. 
Rent $200.00. Inventory approximately $60,000. 
Owner retiring. Box 1120, c/o Harpwarge AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





FOR SALE: Well established wholesale hard 
ware company located in large city on Atlantic 
seaboard. Reply Box 1117, c/o HarDwarke AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa 





FOR SALE: Retail Hardware, Plumbing and 
Heating Store, established over 20 years. Located 
in Northwest North Carolina, Piedmont Area. 
Sales volume for 1960, $145,000. Clean stock and 
fixtures. Reason for selling, ill health. Reply to 
Box 1124, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





HARDWARE: Established since 1862. Main 
Shopping center. Clean stock approximately 
$50,000. Sales volume 1960, Hardware depart- 
ment $160,000, Household appliances (top brands) 
inventory approximately $35,000. 1960 sales 
volume $190,000. Modern Fixtures. 60 space 
parking from rear. Available with or without ap- 
liances. Excellent lease. 10,000 sq. ft. modern 
wuilding. Phone Watsonville, Califernia, PA 
4-4749 (Lou Treichel) or write P.O. Box 989, 
Treichel Hardware and Plumbing Company, 317 
Main St., Watsonville, California. 


POSITIONS WANTED 





AGGRESSIVE SALES 


ORGANIZATION 
ESTABLISHED 21 


YEARS: Interested in 
quality line fer Variety, Auto, Paint, Drug 
Chains, Housewares, Hardware and Rack Job- 
bers. Territories New York, New Jersey, Penn- 
sylvania, Maryland, D.C., and Virginia. Box 
1128, c/o HARDWARE Acz, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 


BUSINESS OPPORTUNITIES: Modern 
shopping center hardware store, paint. sporting 
goods, garden supplies, housewares. Established 9 
years in trade area 15,000 with no similar store 
competition. Cost at inventory merchandise and 
fixtures over $30,000. Sacrifice for $25,000 with 
minimum down $15,000. Write, Tillman’s, 1207 
Broadway, Boise, Idaho. 


POSITION WANTED: 25 years experience 
in hardware, housewares and allied lines as man- 
ager and buyer in retail, also at wholesale. Look- 
ing to relocate in the Los Angeles, California 
area in retail or wholesale, or as a salesman for 
reputable manufacturer or manufacturer’s rep- 
resentative. Age 45. Box 1113, c/o Harpware 
AcE, Chestnut & 56th Sts., Philadelphia 39, Pa. 








NEW REVISED EDITION—HARDWARE AGE 
BUILDERS’ HARDWARE HANDBOOK 


by Adon H. Brownell, A. H. C. 


ALL NEW FEATURES 


1. New products and developments (all obsolete items deleted) 
2. New American standard specifications 
3. Anchor reinforcement hinges 
4. Automatic door openers 
5. Automatic door bolts 
6. Streamlined and concealed-in-head door closers 
7. New type roller door stops 
8. Bi-fold and folding panel doors 


This all-inclusive volume covers base metals, finishes, 
hinge requirements, lock functions, exit devices, door 
closing devices, lock security and keying, hardware 
installation, special type hardware for specific types 
of buildings, and safety precautions. Operating costs, 
financing, marking goods, other information necessary 
for efficient management. A complete glossary of 


builders’ hardware terms is also included. 





‘CHILTON CO. e« BOOK DIV., Dept. HAI 


‘ 56th & Chestnut Streets 

§ Philadelphia 39, Penna. 

g Please send me........ . copies of HARDWARE AGE BUILDERS’ HARDWARE 
HANDBOOK by Adon H. Brownell, A.H.C. I will send payment upon receipt 
of the invoice in the amount of $8.00 per copy, plus 45 cents handling and 
postage. 


274 pages 
385 illustrations 
8/2" x 11" clothbound 


00 





| 


Recommended by 
National Builders’ Hardware Association 
and the American Society of 
Architectural Hardware Consultants 





Nam 
Address __ 
Cc 


ity State 








tI) Check here if sending payment with order, saving you the © cents 
handling and postage charge. 
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Index to Advertisers 


THE ADVERTISERS INDEX is published as a convenience and | 

not as a part of the advertising contract. Every care is | 

taken to index correctly. No allowance will be made for 
errors or failure to insert. 


A D 
Add Sales Co. ..... 
Ajax Wire Specialty Co. 


Aluminum Co. of America 
Market Makers 


American Chain Div. 
American Chain & Cable Co. 


Ames Co., O. 


Animal Trap Co. of America 


Diamond Alkali Co. 


E 


Eastman Chemical Products, Inc. 52 


K 


| Keystone Steel & Wire Co. ...... 16-17 


Kyowa Rubber Industry Co., Ltd. 80 


L 
Liberty Distributors, Inc. 


M 


| Magic Iron Cement Co., Inc. ... 
| Marshalltown Trowel Co. 


Miller Co., Inc., Robert E. 


N 


Norfolk Products Corp. .......... 
Northwestern Steel & Wire Co. 


Ss 


Sharon Bolt & Screw Co. 


Sheffield Div. 
Armco Steel Corp. .... 





Simonsen Industries, Inc. 
Southern Fabricators Corp. ... 


Speedway Mfg. Co. 
Div. of The Thor Power Too! Co. 


Superior Fastener Co. 


T 
Thompson Co., E. A. .. 


U 
Union Steel Chest Corp. .. 


Arbogast Co., Inc., Fred 


F United States Graphite Co. 


Arrow Fastener Co., Inc. Upland Industries, Inc. 


Atlas Tool & Mfg. Co. . 


Fletcher-Terry Co. } 


Ox Fibre Brush Co., Inc. .. 
G Vv 
— P Vaco Products Co. ............ 
.....54-55 Vaughan and Bushnell Mfg. Co. 


. Gilmour Mfg. Co. 


Behr Manning Co. Gulf Oil Corp. 


Bestwood Corp. 
Bethlehem Steel Co. 
Black & Decker Mfg. Co. 


Borden Chemical Co. 
A Div. of The Borden Co. 


Boyle-Midway, Inc. 
Brainerd Mfg. Co. 


Pennsylvania Saw Corp. . 
Pioneer Gen-E-Motor Corp. 


Plumb, Inc., Fayette R. 


w 
Weller Electric Corp. 
Wells Mfg. Corp. 
Wessel Hardware Corp. 
Woodhill Chemical Co. 


Hahn-Eclipse Co. 
Handy Assoc., Inc. 
Hedlund Mfg. Co. 
Hoppe, Inc., Frank A. . 
Hyde Mfg. Co. ... 


Radiator Specialty Co. 
Reardon Products 
Red Devil Tools 


C Remington Hardware Co. 


Campbell Chain Co. 
Capito! Mfg. Co. 
Champion Brass Mfg. Co. 


Revere Copper & Brass Inc. Y 


Rome Mfg. 7 hPa Pigs , Yale & Towne Mfg. Co., Inc. 
Roberts Co. e Lock & Hardware Div. . 


Jacuzzi Brothers, Royal Electric Corp. .. | Yard-Man, 


Inc. 





<>\ “PENN STATE” 


. SAWS 


J=aNINI-N AS-D od ele) -1-10)-7 an le) in 20) -1.40 -7-6 
Want more facts? Circle 162, p. 41 














Rubber £ 
12 Boxes in Tubular Glide 
RUBBER CUSHION GLIDES M4" ie” 

Wonderful for all wood \ qm = Sagal 

and metal furniture. MES S's P 

Glide softly, silently, 

ly. Set of 4 on 
a 3-color card. 6 Sizes, 
1 1/16”, 1%”, 1%". 





i 


ATU 





%”. %”, 1”, 
PROMPT SHIPMENT 

Ask your jobber, If he is not supplied, 

ROBERT E. MILLER & CO., INC., 

35 Pearl St.. New York 4. N. Y. 

Want more facts? Circle 163, p. 41 


AN 
> = 


~ 





Manopoint Glide Bakelite Caster Cup 
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TWIN 


Red Devil No. 30 


> xe oid 
eae 
“ig Pe. : 
ome, seen. 7 er , 
ee " — nee x . - - 
 —— ats ml 


Now you can get Red Devil's famous 3-way action in a twin machine! 


The Twin-J) brings you more than just a doubling of capacity. 
t holds at Bl on 
three pint cans on either or hoth sides... without adapters. 


And of course the new Twin-30 features the new hori- 
zontal can-clamp angle—discovered by Red Devil re- 
search—that guarantees perfect color blending of the 
most “difficult”? paints and cuts mixing time in half. 

Priced at $217.50. A similar machine 


| is also available as No. 30 with one can 
a é clamp at $167.50. See your Red Devil 





jobber. 


*Patent applied for 


Counter base or pedestal base (illustrated) are 
optional at additional cost. 


Red Dewil Took . vor. 22 wsow. nw s.usa 





